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Feature Cyclone “Red Tag” Products: 


Cyclone Catch-All and 
Burnit Baskets 


Cyclone “45” Chain 
Link Lawn Fence 


Cyclone Siias aaah er Cyclone 


Wire Screen Cloth  ‘s%¢it- Ornamental Lawn Fence 
© 1931, C. F. Co. Quality. 





Sales Constantly Increasing 


Only a few months ago these low-priced baskets were 
introduced. The demand has been sensational. Sales 
have grown by leaps and bounds—keeping our basket 
production facilities working full capacity. Dealers 
everywhere are enthusiastic about Cyclone Burnit 
Baskets. They’re selling more Catch-All Baskets, too. 
The famous Cyclone Catch-All Basket is 29 in. high} 
1¥%2 in. square mesh. Baked green enamel finish. 
Cash in on these fast-selling leaders. A size and price 
to suit every customer. Burnit Baskets are made of heavy 
ralvanized steel wire, crimped for extra strength. Every 
intersection electrically welded. Good profit makers. 
Order your supply of Cyclone Burnit Baskets and Catch-All 
Baskets from your jobber. If he cannot supply you, write us. 
CYCLONE FENCE COMPANY 
Subsidiary of UNITED STATES STEEL CORPORATION 


General Offices: Waukegan, II. 
Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 


















STRESS THE QUALITY 
BENEATH THE SURFACE 
WHEN SELLING CHISELS 
































OU can recommend Greenlee Chisels to the most exacting carpenter or cabinet 
YY rater who trades at your store, and when you do you can rest assured that they 
will come up to his highest expectations. Point out to customers of this type that 
Greenlee uses only materials of the best known grade. Each chisel is made from a 
crucible steel of special analysis, having in mind toughness, uniformity and the ability 
to take temper for a fine, lasting cutting edge. This together with an exceptionally high 


grade workmanship makes the Greenlee an outstanding quality tool. 


When dealing with customers classed as ‘‘price buyers” point out to them that Greenlee 
could make a “cheap” chisel. One that would break off at the socket or dull up at the 
edge after short use, but that thrifty people aren’t buying “cheap” tools*these days. They 
are buying for value, knowing that in the long run a quality article will more than make 





up for the difference in price. 


Don’t sell chisels on price alone. Sell on quality, the only lasting measure of value. 
You can be sure you are handling the highest quality chisels by selling those trade- 
marked “Greenlee.” Write today for prices. 


THE GREEN MARK—A QUALITY GUARANTEE—IS ON EVERY GREENLEE BIT AND CHISEL 


District Sales Offices: 


New York: 53 Warren St. Nashville: 606 Cotton States Bldg. Montreal: 139 St. Peter St. 
Boston: 34-38 Binford St. San Francisco: Sheldon Bldg. Les Angeles: 1302 Washington Bldg. 
Philadelphia: 1209 Olive St. Seattle: L. C. Smith Bldg. Vancouver: 2808 39th Ave. West. 






Tools that 
Stay Sold- 
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GREENLEE TOOLS 


Greenlee Tool Co., Rockford, Ji]. 
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The Largest 


Company-Owned Truck Service Organization 


in the World 


Many factors have contrib- 
uted to the phenomenal rise of 
International Trucks but none 
has contributed more than the 
after-sale service. Service is a 
paramount issue today! What 
could be more important than 
adequate service facilities for 
hard-working, roughly-treated 
trucks that must carry on, eco- 
nomically, for many years? Fleet 
owners, confronted with new 
problems of cost-reduction, are 
asking themselves that ques- 
tion, and answering it by buying 
Internationals. They are invest- 
ing in International Trucks and 
putting the entire servicing bur- 
den on the shoulders of Interna- 
tional Harvester. 


Some years ago International 
Harvester conceived an ideal of 
truck service the full import of 
which was far ahead of the in- 
dustry—and then proceeded to 
build that ideal into a nation-wide 


network of branches equipped 
to handle every possible service 
need and emergency. Today the 
largest, strongest, most effective 
Company- owned truck service 
organization in existence is at the 
call of International owners. 


INTERNATIONAL 


\Ay 
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Put your servicing problem 
and responsibility squarely and 
completely up to International 
Harvester. You cannot afford to 
maintain burdensome repair 
stocks, trained personnel, and 
costly modern equipment for re- 
pairs and overhauling. We can- 


- not afford not to provide the very 


best of service everywhere. Your 
job is hauling. Our job is to pro- 
vide quality trucks—and to keep 
them on the job. 


Let’s maintain this logical and 
practical division of labor. We 
assure you great savings, great 
benefits. We are equipped for 
mass-production of service and 
that means lowest possible costs 
every step of the way, as tens 
of thousands of International 
owners know to their lasting 
satisfaction. 


* *+ & & 


One of the 183 International 
Company-owned branches is 
near you. It is part of the Gibral- 
tar of truck service—it is there 
to stay. Besides the branches 
there are International dealer- 
owned stations at many points, 
so that, wherever your trucks go, 
they stay in range of Interna- 
tional service. See the full line 
of International Trucks, ranging 
from 34-ton to 5-ton, at any dis- 
play room. Demonstration on 
request. 


INTERNATIONAL HARVESTER COMPANY. 


606 So. Michigan Ave. 


OF AMERICA 
(INCORPORATED ) 


Chicago, Illinois 
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Pot up to Sell 4 


This Modern Display Keeps 


BOMECO Linoleum Binding 
Before Your Buyer’s Eyes .... 













Self- Measuring, too—Every foot is marked 


Here is modern merchandising applied to linoleum bind- 
ing. An attractive counter display that is also a.take-off 
rack. Always handy, and it helps you sell. 


Coils the linoleum binding quickly. You measure as you 
coil it—every foot length is marked. More sales, quicker . 
service, least handling. Your jobber is ready to give you 
immediate delivery. . 


THE D W. BOSLEY CO., Chicago, Ill. 























LINOLEUM BINDING 
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MILLIONS OF STOVE- 
AND SERVICE 


Radiating 
Superfex \nut 
*No. - {Gilustrated) on 

or “mallet = 
ger capacity - 





SUPERFEX 
SPEAK FOR ITSELF 


Set up a Superfex in your store for an all- 

season demonstration. Prove its advan- 

tages to yourselves and your trade. Dealers 

who did this last year are enthusiastic. 

Many hardware men who used Superfex, #No. 1005 hay 
fueled Saturday night and kept the store intiog OT pores Bago 
warm until -Monday without attention! richly grained iets. 


Fire Un 
No. 1025, larger capacity. 


rfex Circu- 
(illustrated) 
in fin ish, 


HARDWARE AGE 








-HEATED HOMES, STORES, SHOPS 
STATIONS NEED SUPERFEX HEATERS! 


SELL CLEAN, CONVENIENT 
HEATING WITHOUT A FURNACE 
AT PRICES IN REACH OF ALL 


we OIL HEAT... in simple, practical units 
suitable for both home and commercial uses! 
Modern oil heat... with all its convenience, cleanliness 
anu flexibility .. . for every furnace-less home, school, 
warehouse, lunch room, contractor’s field office! Think 
of the market for Superfex furnace oil heaters right now 
in your natural trading area! 


Circulating and Radiating types... 
5 models listing at $39.50 to $145.00° 
Superfex Heaters are made in a variety of sizes, in both 


circulating and radiating types. All have modern vapor- 
izing burners with exclusive features. 


Superfex heaters burn low-priced No. 1 Light Domestic 
Fuel Oil, Furnace Oil, Distillate or Kerosene. 


No gas or electric connections are required. Just attach 
Superfex to a chimney flue, like a stove. Lighting is 
easy, and the fire regulates instantly at the turn of the 
handy valve knob. 


Every Superfex finished in Porcelain 


All Superfex models, even the lowest-priced ones, are 


Prices slightly higher in the South, the far West and in Canada. 


PRODUCTS OF PERFECTION STOVE COMPANY 


HEATERS 


CIRCULATING azzd_RADIATING- 
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finished in smooth vitreous porcelain enamel in rich 
walnut brown. Circulating models have square cabinets 
handsomely grained. 


Superfex fuel tanks are removable. Refueling can be 
done in another room without disturbing operation of 
the heater. Connections for outside fuel storage are 
also available, if desired. 


Solidly backed by Perfection 
This new line is solidly backed by Perfection Stove 
Company’s 40-year reputation for quality manufacture 
and fair dealing. Superfex Heaters are field-tested. 
They are nationally advertised, sold on a good margin, 
and included in the Perfection dealer bonus plan. 
Remember, Superfex heaters are sold only through 
retail dealers, not through mail order houses. Send 
the coupon for complete information. 

PERF! 


How’s your 


Room Heater: 


Portable ‘heater season will soon be 
here. Have you plenty of Perfection 
Room Heaters? When ordering your 
stock of the best-selling finishes in 
a good price range, be sure to include 
Firelight, the popular Perfection with 
firebowl of Pyrex brand glass. Send 
coupon for latest booklets. 











PERFECTION STOVE COMPANY 
7610-B Platt Avenue + Cleveland, Ohio 
Please send us complete information about 


© Superfex Oil Burning Heaters 
© Perfection Portable Room Heaters 


Name dt = 





Street 








Post Office 






















EARS of experience has taught a great ma- 
jority of dealers that Zinc Insulated Fence is 


S quick turnover merchandise —and far outsells any 
AY al A L other brand on the market. 


. Back of these dealers is the strongest and most 


VAT c Insular ed effective advertising and sales promotional cam 











paign that makes their store fence headquarters 








Ga -)- bale) a2 


Write for full details covering our attractive dealer 


plan on Zinc Insulated Fences, Steel Fence Posts, 
E N E Steel Gates, Poultry Fence, Netting, Staples, Nails 
—Wire of all kinds! 














-»- BACKED BY THE 
STRONGEST FENCE 


ce = Guarantee 
Seay EVER WRITTEN 












Ze. 


AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago —sussipiary oF unre [OS srares STEEL CORPORATION And All Principal Cities 
Pacific Coast Distributors: Columbia Stee! Company, Russ Building, Sen Francisco Export Distributors: United Stetes Stee! Products Company, New York 
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Announcement 








Here is a line of wrenches 

that Industry needs—and 

will buy. Does anything 
that any wrench ever did 
and a hundred things 
more. Goes into tough 
places— grabs, holds and 
stays. 


One look will sell any 
plumber, steam-fitter, gar- 
ageman or mechanic. A 
self-demonstrating piece of 


merchandise. 


USHCO Lawson is built 
to last a century—dressed as 
the modern merchandise 
should be dressed —goes out 


in the right color and con- 


U.S. HAME 


135 Tonawanda St. 
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tainer—and is accom- 
panied by a brilliant 


counter sales display. 


Five simple parts make 
it. Drop forged from 
special alloy steel guaran- 
tees it. Aggressive adver- 
tising will move it. Nation- 

ally known manufacturer 
makes it and backs it. Seven 
exclusive features and pat- 


ented principle will sell it. 


Details and specifications 
of the USHCO Lawson line of 
wrenches are extremely in- 
teresting. You will find it 
well worth-while to write for 


them today. 


$ COMPANY 


Buffalo, New York 






















or 


cutting investment in shelf goods. 


Made in 8 Colors—Dry in 6 to 8 hours 


Write for Special Deal No. 40 BF 
and Color Cards 


Paint Sales Division 


JOSEPH DIXON 
CRUCIBLE COMPANY 


Jersey City D New Jersey 


Established 1827 






FACTORY 


Dixon’s Maintenance Floor Paints are “all- “purpose” in char- 
acter—will effectually assist the dealer in reducing stock and 





When you 
mention 

homes that need 
repairs to 
wall-plaster, 

you are talking 
in terms of 
millions! 


For this 
unlimited 
market, there is 

a fast-moving 
plaster in 214, 

5, 8 and 15-lb. 
cartons—- 

Pecora Perfect 
Patching Plaster. 





Write us 
for a generous 
offer. 


Pecora Paint Co. 


4th St. and Glenwood Ave., Philadelphia, Pa. 


Established 1862, by Smith Bowen 
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DINON'S 


MAINTENANCE FLOOR 


PAINTS 


all purpose 
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MARK 


SPXCELSIOR< 


The “Heart” of a Paint or 
Varnish Brush  is_ the 
BRISTLES. 


No brush user can do a 
good job if the bristles 


work loose and come 


out. 


HARDWARE AGE 





That’s why we use 

only the best Chinese 
Bristles _everlastingly 
secured in a setting that 
It’s profitable to sell Excel- 





is kind to the “HEART”. 
sior Brushes for these reasons. 


Write your Jobber for prices. 


EDWARD E. ROBINSON 
347 West Broadway, New York, N. Y. 
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This New Container 





Will Double Your Sales 
Of Gold and Aluminum Paint 


The Newest Imported Invention of Its Kind 


The highest grade Gold or Aluminum 
Bronze and Bronzing Liquid put up in 
a New Patented Can — ready for 
INSTANT USE. 


Top cut shows how Powder and Liquid 
are separated in the can. To mix, 
simply screw down top cover. This 
releases partition, permitting powder 
to drop into liquid. Shake thorough- 
ly — unscrew top section holding can 
upright. Paint is now mixed ready 
for use. 


Paint is put up in right proportions for 
proper consistency to give best results. 


Every can guaranteed to give complete 
satisfaction or money refunded. Re- 
tails readily at 15 cents a can. Good 
profit. Cans are attractively labeled 
with simple directions. 


Also put up in larger cans to retail at 
25, 40, 70 cents and $1.20 each. Deal- 
ers discount 40 and 5%. Sample can 
mailed on receipt of 10 cents to cover 
postage. Try it and convince your- 
self, ORDER NOW. Sold direct to 
retailers only. 


Salesmen—If you are calling on estab- 
lished trade and have a following, 
write me. 


T. RIESSNER, 428 Lafayette St., New York City 





Established 1870 

















Even the best of us can profit 
by observing what the other 
fellow is doing. This is par- 
ticularly true in the hardware 
business. We have often been 
told of the successful out- 
come of some merchandising 
idea that was prompted by a 
HARDWARE AGE story. 
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IT’S NEVER TOO LATE 


TO LEARN! 


After you read your copy of 
HARDWARE AGE, go 
through it again and see how 
many of the merchandising 
ideas, stories and . editorial 
hints you can try in your 
store. Remember, something 
new is always interesting. 
You'll find plenty that is new 
in HARDWARE AGE. 


HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 












“PLACES HARDWARE AGE FIRST” 


About a year ago a census was taken by someone to list the 
three periodicals in the order that you enjoyed reading 
them and the one that did you the most good. Our per- 
sonal list was first, Hardware Retailer; second, Good Hard- 
ware; third Hardware Age. 


If I were revising that list today I would place Hardware 
Age first. 


Schmidt Hardware Company. 


“A VERY GOOD MAGAZINE” 


Hardware Age is a very good magazine. I take it home 
and read it then bring it to the store for the clerks to read. 
They all seem interested in the magazine. I do not think 
it could be improved upon very much, 

Edgar I. Griffith. 


“SENDS A COPY TO EACH EMPLOYEE” 


We are pleased to congratulate you upon your magazine. 
I consider the “Hardware Age” an excellent trade paper 
and have had it sent to each of my employees for several 


years. 
H. D. Whieldon. 


“ENJOYS READING IT VERY MUCH” 
We enjoy reading Hardware Age very much and don’t see 
much room for improvement. 
Huggins Bros. 


“LIKES ITS HELPFUL INFORMATION AND 
SUGGESTIONS” 


I had commented on the attractive appearance of the late 
issues, but the more attractive part of the magazine is the 
very helpful information and suggestions found between 


its covers. 
R. N. Parsons. 


“A GREAT HELP” 


We look forward each week to the coming of Hardware 
Age. We have read it for many years. We consider it a 
great help. This is our eighty-second year in the hardware 
business, in the same location. 


Morris Hardware Co. 


“BY FAR THE BEST” 


I and my entire sales force are greatly delighted with your 
wonderful publication Hardware Age. We are always glad 
to receive it, and consider it by far the best publication of 
its kind we have ever read. 

R. E. Darby. 


“ALWAYS ENJOYS IT” 


I have nothing but good to say about Hardware Age. The 
advertisements are attractive, interesting and instructive. 
e experiences of others which are related in this maga- 
zine, are valuable to any retailer. 
I have always enjoyed this book, and hope that I may 
always get it. 
E. N. Skagen. 


“READ HARDWARE AGE FIRST” 


We read Hardware Age first. 


Then other papers as time 
will permit. 


Every issue of Hardware Age is full of interesting subjects 
and advertising suggestions. 
Smiley Hardware Co. 
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OUR MOST EXACTING CRITICS 
ENTHUSIASTICALLY ENDORSE 






“MORE INTERESTING THAN EVER” 


We are very pleased that the new appearance of the Hard- 
ware Age has made a great difference in it. The new addi- 
tions, better illustrations, etc., help to make this magazine 
more _onens than it ever has been. 

The Hardware Age is read by almost everyone in our 
organization. - 


P. J. Cummings. 
“READ IT EVERY WEEK FOR 26 YEARS” 


When 26 years ago I bought my stock of hardware and 
succeeded a firm that was in business for 30 years, I had 
the Hardware Age trade paper transferred to my name. 

It has been coming to me every week since that time and 
has been and is most helpful in guiding and managing 
my business. 











ROM every corner of the United 

States congratulatory messages 
have greeted the new HARDWARE 
AGE—new in typography and multi- 
colored covers, new features, addi- 
tional departments—making an at- 
tractive, modern, up-to-the-minute 
business magazine. 


Here are excerpts from some of these 
letters—unmistakable evidence that 
these new features have struck the 
right note consonant with the modern 
demands of the hardware merchant. 

















It has always improved in everything possible to add to a 
high class ideal trade paper. 


With the new appearance you have made it more attractive 
and the larger type does add to easier reading of the many 
worth while articles and the attractive and very valuable 
advertisements displaying the many items that are so valu- 
able and desirable to stock and keep up a successful hard- 
ware store. I very much appreciate your efforts in behalf 


of the trade. 
George W. Lohr. 


“HEARS FAVORABLE COMMENTS” 


Everywhere I hear favorable comments on the improved 
content of your magazine. ‘What To Do” and “How To 
Do it” articles are what is needed right now and plans and 
methods that some merchant has successfully used are 
welcomed by live hardware dealers who appreciate the new 
ideas gathered from Hardware Age’s pages. Congratula- 
tions. John A. Finnegan. 


HARDWARE AGE 
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—HARDWARE MERCHANT 
THE NEW HARDWARE AG 


“HASN’T LEAFED A BETTER PAPER IN 40 YEARS” 


I consider Hardware Age as good as I have ever leafed 
over in my years in the business. 
D. E. Shepperd. 


“A READER FOR 29 YEARS” 


We have been a reader of the Hardware Age for twenty- 
nine years and have noted with pleasure the improvements 
that have been made from time to time. In our judgment, 
for compactness of news, arrangement, clearness of type 
and conciseness it stands without a peer. We would feel 


lost without it. 
Roberts & Green. 


“FINDS ARTICLES WORTH WHILE” 
We certainly find a great deal of use in Hardware Age, 
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During its 75 years of publication, 
HARDWARE AGE has adjusted itself 
to the changes in thought and taste of 
each generation—always holding 
fast, however, to those fundamentals 
dictated by this extended experience. 


Naturally most suecessful hardware 
merchants and jobbers subscribe for 
and read HARDWARE AGE—and 
most manufacturers and agencies use 
it as their preferred hardware publi- 
cation. 














especially your articles on better business and editorials 
on Window Display and Store Display. 


There have been a good many articles that we have taken 
from your magazine and have applied to our store and 
found it worth while. I am sure others are doing the same. 


Service Hardware & Radio Co. 


“A PERFECT MAGAZINE FOR HARDWARE 
MERCHANTS” 
I enjoy the Hardware Age very much. The hardware trade 


almost universally look for its arrival. I like it very much 
and think it a perfect magazine for hardware merchants. 


W. H. Ringhausen, Salesman, 
Hibbard Spencer Bartlett & Co. 


“A CREDIT TO THE INDUSTRY” 


Have known Hardware Age for 25 years and it certainly is 
an ably edited journal and a credit to the hardware in- 
dustry. G. W. Pierce Hardware Co. 
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“THE BEST PAPER” 


We think the “Hardware Age” the best paper, up to date, 
with the newest items from the leading manufacturers and 
in all a bright and interesting weekly. 


Geo. R. Park & Sons. 


“READS THE ADS FIRST” 


We are always glad to get the Hardware Age as it means a 
great deal to us. I always look through the advertisements 
first to see what is new and get lots of information from 
the ads on articles that we sell. The articles are always 
written in a clear and concise manner and on subjects that 
mean much to any retail merchant. 


Trenton Hardware Co. 


“BEST OF ITS KIND IN AMERICA” 


I have enjoyed a great many things that I have read in 
Hardware Age and found a multitude of things in it that 
have been very helpful to me. In fact the “Age” is full 
of good things from cover to cover in every issue. It is 
the best of its kind in America today. 

W. F. Sherwood. 


“CANNOT SEE WHERE IT COULD BE IMPROVED” 


I enjoy reading the Hardware Age, and not only that but I 
find it pays me to read it because it has the latest in it, 
and I find that I can rely on it. 


I cannot see where it could be improved on. 


Ned H. Callaway. 
“ENJOYS EVERY ISSUE” 


We enjoy every issue of the Hardware Age, it is fine. 
Would hate to have to do without it. 


Independence Hardware Co. 


“FINDS GREAT IMPROVEMENT” 


I personally find it very good reading and always find a 
great many articles of value to a dealer. It has been my 
pleasure to read it for a number of years and can sincerely 
say that there has been & great improvement in the articles, 
also in the set up of the paper. 

Coloma Hardware Co. 


“BULLY” 


We have leafed through recent issues of Hardware Age and 
find it bright, alive, attractive, easy to read, compacter in 
editorial treatment, more window displays, splendid illus- 
trations and everything. 


As Theodore used to say “Bully.” 
W. P. Pratt. 


“MUCH IMPROVED” 


Hardware Age has been much improved. Your editorials 
are interesting. The articles on display and store arrange- 
ment are a good thing, your sales talks are instructive. 
“Who makes it” section is a very helpful one, as it gives 
information not only to the one asking for it, but also to 
many readers. The window trims are also very instructive, 
giving the merchant good ideas for display. The showing 
of new goods keeps the merchant posted on new items com- 
ing into the market. Market news, of course, is something 
every dealer wants. I always look through every copy and 
find much to interest me. 
H. C. Messinger’s Sons. 
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The Name 


RUBBERSET 


TRACE MARK 


on any brush is a guarantee 
that it is of highest quality. 
For your own protection look 
for this trademarked name, and 
this name only, on the brush. 





There is only one RUBBERSET! 


Every RUBBERSET brush is 
set in rubber, but no other 
set-in-rubber brush is a 


RUBBERSET 


RUBBERSET COMPANY 
Newark, N. J. 





PROFITS 














P go your ladder sales when 
you stock Rich Safe Spruce 
Ladders. One for every 

purpose. Extreme light weight 

and utmost safety—a winning 
combination in Rich Ladders. 

“Get Rich Quick 

for Ladders” 


Write for catalog and prices. 


THE RICH PUMP & LADDER CO. 


Cincinnati, Ohio 


RICH 


LADDERS . 





« 
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BALTIMORE MARYLAND \ 


VP BRUSH-NU COMPANY . 
Me) 











Needed in every home 


to 
Hang-up-Things 


Moore Push-Pins....... lass 

Moore Push-less Hangers... . For fra framed pictures, ete., 

Moore Decorative Push- Pins 6 colors, with gilt decera- 
tions. 3 sizes 

Moore Decorative Fasteners 






. . Glass — Steel Points, 





an = with ait decora- 
ns. 2 sizes, 


Our attractive counter or table displays make 


sales wherever shown. Send for our new illus- 
trated price list, or order through your Jobber. 


MOORE PUSH-PIN CO. 





























113-125 Berkley Street, Philadelphia, Pa. 
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HARDWARE AGE 
Follows Hardware 


















HEREVER hardware goes, Hardware Age 
is sure to follow. 







Hardware is sold everywhere—Hardware Age is 
read everywhere. 





Each issue contains sound merchandising ideas— 
ideas that move merchandise. 





aon HARDWARE AGE 


239 W. 39th Street, New York City 
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Areal Pou Stitak for you 


Have you any idea of the money that’s lying 
around on floors in your town—money that’s 
new and clean even if it does hide dirt and grime? 
Have you any idea of the floors that are being 
refinished every day.,.of the woodwork, grimy 
with varnish or shellac, that must be made new 
... Of the tile floors, side walls and linoleum that 
must be “sparked up”... of the odd pieces of 
furniture being “done over” by thrifty folk? 





‘ 
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It’s tremendous, man! And Double X meets this 
market as nothing else can. For Double X is a 
double-action compound that “removes”? and 
bleaches in one operation!” 


Don’t for a moment eenfaseDouble X with com- 
monplace cleaners of. femo 














overs.”” Double X is 
an exclusive, can’t-be-€6 product that towers 


_ head and shoulders. Have inything in its field : ’ 
... that enables anygne fo2%0 over” floors and 
woodwork at one-th, e and cost. ; 


That’s why Double X4 
merchant who plays. 
ion-wide campaign 
ove double-quick. 
k up and hook up! 


of advertising that x 
It’s only good businggs3@] 






Pan Gil. tet Beene he. ee ee 


Onver from your jobber—and accept no 
substitutes. There is only one Double X and 
we make it! Also, write us direct for new, 
colorful display helps that will make ’em stop, 

look and buy! Schalk Chemical Co., 357 East | 
Second Street, Los Angeles. Eastern Branch: | 
3932 South Lincoln Street, Chicago. 
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HARDWARE 


Published Every Thursday 


Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. M Vice-President 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 
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the light weight type of mounting. Today, the Xtra-Lite 
finishing trowel is the choice of thousands of plasterers — 
they will accept no other — they know the quality, the 
superior blade tempering — the special forged aluminum 
alloy mounting as made by MArsHALLTOWN will give 
them the greatest value for their trowel dollar. 


With increased building activity everywhere, the de- 
mand for MARSHALLTOWN tools is greatly stimulated. Be 
sure your stock is complete — check it over with our 
latest catalog. A copy of this interesting 60 page book 
will be sent to any hardware merchant on request. 


“BUILT By SPECIALISTS 
PREFERRED By PLASTERERS” 


MARSHALLTOWN 
TROWEL CO. 


MARSHALLTOWN, IOWA 
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ACTIONS 
BEAT 
WORDS 


Baave said there were FIVE 
important steps in selling. They 
are getting a customer to look, 
to see, to want, to buy and to 
come back. 


Now we come to the third of 
these steps—and to make people 
want something you must show 
them not only what it is but 
what it does. 


When you buy an automobile 
you first read the ads, then you 
see the car but before you buy 
it you want to ride in it—a big 
feature of automobile selling is 
demonstration. 


You may not be able to take 
your customer who is looking at 
saws out to do some sawing but 
you can and should make him 
want a genuine Atkins Silver 
Steel Saw by telling him what 
it will do in service. 


If you have studied sawing 
outside the store you can tell of 
how these saws save time and 
-labor and material—how they 
cut faster and easier—how they 
give lifetime service. 


fo 
lilly 


2? 


AY 


And when you sell these 
things price becomes second to 
value. 


Good work demands good 
tools. You can sell the value of 
quality in service by picturing 
the saw—not in the store—but 
in days and years of valuable 
service. 


Whenever you sell a “cheap” 
saw you are selling the chance 
of trouble and dissatisfaction. 
When you sell an Atkins Silver 
Steel Saw you are making satis- 
faction certain. 


Actions always beat words. 
Atkins value is based on what 
these saws do—not on what we 
say about them. 
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WHO KNOWS SAWS BEST? 


I, next week’s message, Sam Sayles offers the above thought for considera- 
tion. He states some honest-to-goodness facts that will help you sell more 
high grade saws to carpenters. Be sure to read this message and also write 


and let us put your name on the mailing list to receive his complete series 
FREE. Many dealers sent the names of all their tool salesmen. 
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| ATKINS No. 400 
SHIP POINT 


A Saw extraordinary in quality, 
workmanship and finish. Genuine 
SILVER STEEL Blade, holds sharp 
cutting teeth a long time. FIVE 
gauges taper ground, for easy clear- 
ance, will not bind. MIRROR 
finish. Solid Rosewood handle, 
Perfection Pattern that prevents 
wrist strain. Nickel-plated screws. 
Made in regular and ship pattern 
in Skew Back. 


No. 400 Regular Pattern comes in 
24 and 26 inch lengths. Ship Pat- 
tern, 26 inch length only. 





It will pay you a better profit to sell 
Atkins SILVER STEEL Saws be- 
cause the’ tser has faith in the 
Atkins’ name for quality at a fair 
price. 


Ask us to send you “The Atkins 
Saw Book,” and learn more about a 
big market for these saws around 
your store, 


SILVER STEEL 
FILES 
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© irisry your customers by 
stocking and selling Atkins SILVER 
STEEL Files. Carpenters, me- 
chanics, and other file users prefer 
Atkins Files because they cut faster, 
work easier and last longer. 


The profit in selling Atkins Files is 
good. That’s what you are interested 
in, so get your share. Establish 
your store as headquarters for high 
quality merchandise. Give your 
customers their money’s worth, and 
they will come back again. 

Send for full details and 

free Atkins File Chart Dis- 

play. It will help you to 

increase your sales. 
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If You Have a Hot Air Furnace, Here’s 


How « COOL Your Store 


UT in Nebraska, Sioux 
QO Center, to be exact, the 

DeRuyter Hardware 
Company has turned the hot 
weather to account in a way that 
increased the number of people 
coming into their store. Sioux 
Center is a very small town 
(500), and to think of putting in 
a large modern cooling system is 
out of the question. 

George DeRuyter and Garret 
DeMots, partners in the firm, 
thought out a scheme to bring the 
temperature of the store from the 
proximity of 100 down to 89 by 
installing an electric fan or 
blower system in the hot air 
pipes of the furnace in their 
basement to force the cool air of 
the basement up into the store. 

“It brought it up, all right,” 
said Mr. DeRuyter, “and on 
some of the hottest days we had 
the thermometer at 89 in the 
store, and people came in here 
because they liked the coolness.” 

One section of the basement of 
this store has been set apart for 
a beautiful salesroom for ranges 
and a few other household items 
that run into a fairly good figure. 
The room is handsomely dec- 
orated, beautifully lighted, and 
the merchandise is neatly dis- 
played. 

“Often a man in business loses 
a sale on the main floor,” said 
Mr. DeRuyter, “because at the 
crucial moment when he is talk- 
ing on a big item, someone else 
comes in and detracts the atten- 
tion of the salesman or the cus- 
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tomer. Very often it-is the cus- 
tomer whose attention is taken 
away from the merchandise be- 
cause some friend comes in and 
begins to talk, or begins to give 
his or her opinion of the mer- 
chandise under consideration. 
Down here we have it quiet and 
private, and we can all concen- 
trate on what we are doing, and 
above all, the customer can con- 
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centrate and make up his mind. 
We expect soon to put in some 
rocking chairs and an overstuffed 
settee down here, so that the cus- 
tomers may be comfortable and 
entirely at ease while we are 
showing the merchandise.” 

Few good sales - promotion 
ideas, store arrangement ideas 
or window trim ideas get by the 
DeRuyter Hardware Company 


This is the window display that sold tackle to fishermen 300 miles from 
the fishing lake. 
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The store furnace 
of this Nebraska 
firm serves - to 
cool the store on 
sizing days. 
Read how they 
did it. 














without getting attention. Many 
a town of 2500 cannot boast a 
store of such class and modern 
equipment. . 

Albert DePree is the expert 
window trimmer. “Our windows 
are changed about every week or 
ten days,” said Mr. DePree. “We 
try to keep something interesting 
in there all the time. We believe 
in making the window space pay 
for itself.” 


A Special Fish Display 
And What It Did 


Last summer this company 
sent to Big Stone Lake, Ortin- 
ville, Minn., for a mounted fish 
display for the window. The 
magnificent display was big 
enough to fill the whole window 
—and how it did fill it! It con- 
sisted of a lot of mounted 
muskies, pike, black bass, and 
other game northern fish, some 
that weigh as much as twenty to 
twenty-five pounds when alive. 
Each was mounted on a birch 
bark background, and framed 
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Many larger towns are unable to boast of such modern store 
equipment as that of the DeRuyter Hardware Store shown here. 


with a rustic frame of twigs or 
fagots. The atmosphere of the 
whole display smacked richly of 
the deep woods and cold waters. 
Just a few fly rods and some 
other fishing equipment was 
added, just enough to carry out 
the suggestion. Tourists racing 
to the Minnesota lakes over 
Highway 75 saw the display as 
they slowed down their speed 
passing through Sioux Center. 
They had fish on the brain any- 
way, and they stopped to view 
this picturesque display. They 
came into the store, scores of 
cars of them, to inquire about 
the display; to inquire about the 
best fishing lakes in Minnesota; 
to inquire about the best equip- 
ment to use to get these various 
fish at the various lakes; and in- 
cidentally they bought a lot of 
their fishing tackle right there in 
DeRuyter’s store, some 300 miles 
from the first really good fishing 
grounds of the “Land of Ten 
Thousand Lakes.” 


“We are all sportsmen our- 













selves,” said Mr. DePree. “Every 
one of us in here would rather 
fish than eat. We are all ready 
to talk fishing or hunting, or 
fishing and hunting equipment, 
to anyone who comes in; and 
naturally we sell a lot of this 
class of merchandise.” 

The best thing about this re- 
markable fish window the boys 
displayed is that it did not cost 
them a cent except the express 
both ways. Enthusiastic local 
boosters at Big Stone Lake, 
Minn., were glad to send the dis- 
play to be used in a hardware 
window, for the advertising it 
would give Big Stone Lake. 

Such a wealth of display 
tables to be found in the DeRuy- 
ter store! The display tables fea- 
turing kitchen ware and house- 
hold utensils occupy a_ space 
down the center of the store at 
least 100 feet long. Naturally 
the tables are built in two tiers. 
But even two tiers were not 
enough on some of the tables to 

(Continued on page 62) 
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TrapDE WINDS 


by LLEW S. SOULE 





=0N -the- 


B ies: has turned the corner. 


It is 
headed toward better things—away from 
the fog of depression. 


Within the past two weeks there has been a 
decided betterment manifest in business senti- 
ment. Business men now vision a way out, even 
though that way is in the form of a long, slow 
climb. There is a rift in the clouds which re- 
veals daylight ahead—the first real rift in many 
months. 


However, it is no time to drop our work and 
celebrate. It is no time to sit back and rest on 
our oars. It is no time to relax one iota our in- 
tense mutual and personal efforts to improve 
business. Instead it is time to redouble those 
efforts. 


Likewise, it is no time to grow careless and 
over-optimistic. Too much of a good thing, even 
optimism, can give us industrial indigestion. 
We need a balanced diet of sane thinking and 
practical work. 


It has taken a long time for the seeds of busi- 
ness betterment to sprout. Some of us were be- 
ginning to think that they had lost 
the power to germinate. Now that a 
few green tips are visible down the 









long dark rows, we must cultivate them, protect 
them and hasten their growth. The young shoots 
of revival would be easy prey for weeds, drought 
or cut worms. Also they represent the start of a 
slow growing crop that will require vigilance and 
unremitting work for months to come. 


Let us face the facts. There are still many 
difficulties in the path of business. There will 
still be months of hard sledding. The stock mar- 
ket is not going to “sky rocket”—it may even 
drop. Certainly it will do a lot of fluctuating. 


Even the confidence now apparent may veer 
upward and downward for several months, but 
it will not drop back into the pit of the last year 
and a half. On the chart of progress it will prob- 
ably be recorded as a zig-zag line of ups and 
downs, but with a steady general trend upward. 


The main points are that confidence is look- 
ing up and that business is starting on the long 
road back to prosperity; that there is a basis for 
confidence, stronger than at any time since the 
stock market crash heralded in the depression; 
that with the will to do there is now 
the possibility of doing. 

Let’s go. 






























Here’s a somewhat differ- 
ent angle on a_ subject 
that is being widely dis- 
cussed nowadays. The 
article was written by a 
man of long experience 
in actual banking, but it 
expresses the viewpoint of 
the merchant rather than 
the banker. It appeared 
in the Boot and Shoe Re- 
corder but should be of 
vital interest not only to 
all retailers but to all 
business men. 
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ONEY is cheap; try to 
M get it. Everywhere in 

this country today busi- 
ness men, businesses and whole 
communities are being paralyzed 
for lack of bank credit. In the 
midst of a glut of money, with 
rates at record lows, with the 
Government unable to stop the 
flow of gold into the country, 
business men cannot get the 
money they need to carry on. 
They cannot buy or sell; they 
cannot maintain employment; 
they cannot help in bringing 
back prosperity because they 
cannot help themselves. 

This condition has been grow- 
ing steadily worse during the 
past year, and there are no signs 
of its getting better. The total 
of Federal Reserve credit out- 
standing is at its lowest in about 
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seven years. The outstanding 
credit of the banks of the coun- 
try was three billion dollars less 
at the beginning of this year than 
it was in October, 1929. Nearly 
two billions of indebtedness has 
been paid back to the member 
banks of the Federal Reserve in 
the past year. Where has this 


money gone? 
Dumping Funds 


The country banks have 
dumped their funds into the New 
York banks because they could 





The Banker 
looks at the 
balanee sheet 
and shakes 
his head. 


“‘He sees figures on the state- 
ment. The banker does not 
see the business. He does 
not see the human beings 
dependent on that business. 
He does not see the pros- 
perity which depends on that 
business and on the thou- 
sands of other businesses 
which are in the same posi- 
tion. He sees a man asking 
him for a loan; he does not 
see America asking him to 
give back the prosperity he 
is withholding.” 


not use the money; the New York 
banks don’t know what to do with 
their own. Scared dollars are 
ruhning away from long-term 
commercial investments and are 
falling over themselves to get 
into the short-term money mar- 
ket, unattractive as it is. As a 
result, leading New York banks 
have had to get together to keep 
up the call money rate; to keep 
outside money from being prac- 
tically given away to stock buy- 
ers. at 
The international bankers lie 
awake nights, and the heads of 
the great central banks of the 
world dash mysteriously across 
the ocean to try to stop the flow 
of gold into the United States. 
We are joyfully reassured that 
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the huge gold surplus in this 
country has been “sterilized,” 
made ineffective in the economic 
activities of the country. Not 
many years ago we were warned 
against the sinister: dangers of 
tainted money; but’ rfiore disas- 
trously evil has been sterilized 
money. 

The Federal Reserve Bank in 
New York officially declared the 
other day that “Recently it has 
been reported that the banks are 
exercising an unusual degree of 
care in the selection of paper.” 
Care for what? Care for whom? 

We are told that the reduced 
amount of credit is due to a re- 
duced demand, and that it re- 
flects the reduced volume of busi- 
ness. Does it? Isn’t it truer that 
the reduced volume of business 
reflects the reduced volume of 
credit? 


The Neek of the Bottle 
The Federal Reserve banks 


have done their utmost to stimu- 
late business by lowering money 
rates and cheapening credit. But 
nothing has happened, because 
the only way in which low rates 
and cheap money can be effec- 
tive is through the commercial 
banks; and the banks are the 
neck of the bottle. Money is 
cheap, but even the railroads 
cannot carry out the program of 
consolidation because they can- 
not get the necessary financing. 
Then what chance has the little 
corner store or the man with the 
little factory? 

Everybody knows, because the 
bankers never cease telling us, 
that business runs on credit. But 
are they telling us that, without 
credit, business must stop? Busi- 
ness can’t “freewheel” forever; 
it can’t even start if its batteries 
are run down and there’s no gas 
in the tank. It would seem that 
our bankers cannot tell the dif- 
ference between cutting off the 
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gas and putting on the brakes; 
they don’t seem to be able to tell 
the difference between putting on 
the brakes and throwing a mon- 
key wrench into the machinery. 

We are told that the banks 
were caught with frozen assets; 
but frozen assets cannot be 
thawed out with a cold shoulder. 
As a matter of fact, there is more 
than enough in liquid. assets 
available to the banks to start 
and keep business running at a 
normal speed. 


What Is Sound— 
Conservative ? 


We are told by the bankers 
that we must proceed cautiously 
and conservatively; that what we 
need is sound and conservative 
banking. What is sound. What 
is conservative? What right have 
bankers to talk about soundness 
and conservatism after the ex- 
hibition of 1929? How can they 
use these words while we are still 
reading of banking in Florida, 
Tennessee, Illinois and New 
York? When corporation heads 
were warning investors that the 
stocks of their companies were 
absurdly high, the bankers were 
lending money to speculators at 
absurdly high levels. Who was 
then sound and conservative? 

Is it a sound and conservative 
credit policy to use forcible feed- 
ing for a year and follow it by 
starvation for two years? 

There has been heated discus- 
sion as to whether the bankers 
are plotting the deflation of la- 
bor. Whatever uncertainty there 
may be about this, it is certain 
that the American business man 
has been thoroughly deflated al- 
ready. 














Is this credit policy of the 
banks a gigantic conspiracy in 
restraint of trade? No. The 
word “conspiracy” implies 
knowledge, foresight, intelligent 
planning and control. The credit 
policy isn’t even a policy. The 
truth is that the bankers do not 
know what the condition of busi- 
ness will be a year from now; 
or if they do, they have no faith 
in their knowledge. They are not 
planning credits with any con- 
cern either as to the availability 
of money or the needs of busi- 
ness. They have control over 
their own funds, but they do not 
respond to any attempts to con- 
trol the situation as a whole. 
They are waiting for business to 
pick up, not realizing that busi- 
ness is waiting for them. It is all 
as much a conspiracy as a bunch 
of kids playing hide-and-seek in 
the dark. 


What the Banker Sees 


When a business man goes to 
a banker for a line of credit these 
days, the banker sees only a sad 
and weary man with his hat in 
his hand, trying to pretend that 
his assets and his profits are good 
when they are really bad. He 
looks at the balance sheet and 
at the last statement, and shakes 
his head. ‘He sees figures on the 
statement. The banker does not 
see the business. He does not see 
the human beings dependent on 
that business. He does not see 
the prosperity which depends on 
that business and on the thou- 
sands of other businesses which 
are in the same position. He sees 
a man asking him for a loan; he 
does not see America asking him 
to give back the prosperity he is 
withholding. 

The banker does not realize 
that short credit lines mean long 
bread lines. Reading a balance 
sheet literally means valuing as- 

(Continued on page 64) 
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NE of the real problems in any 

retail business is the chap who 

runs up a sizable bill, and then 
deserts you to go elsewhere and trade 
for cash. You not only carry the bur- 
den of an unpaid account, but also 
sacrifice the profit on these later 
transactions. 

Here is a letter which a clothing 
dealer has found highly successful 
in such case. It should work quite 
as well for a hardware merchant: 


Dear Mr. 


The fact that you owe us an 
account that you do not feel able 
to pay at this time is no reason 
why you should deny yourself the 
advantage of trading with us. We 
will be very glad to see you and 
will appreciate a portion of your 
present cash trading. 

As you know, we sell at reason- 
able prices and the money you 
can save in purchases here will 
enable you to make payments on 
your account. Our goods, prices 
and store service met with your ap- 
proval while you were buying on 
credit. If we have been willing 
to carry the account and if we 
have confidence in you, don’t you 
feel that we are entitled to your 
business? Doesn’t this appeal to 
your sense of fairness? 

Don’t let there be any “queer 
feelings” about coming in our 
store. We understand how mis- 
calculations can come about and 
are not hounding you to pay. All 
we want is that you keep your 
indebtedness to us in mind—pay 
us the cash you are spending else- 
where—for, whe. you come to 
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Here are more letters by Maxwell 
Droke, President, Business Letter 
Institute, Indianapolis, Ind., written 
to help retail hardware dealers with 


COLLECTIONS 


look at it fairly, this is only an 
exchange of courtesy. 

We have a number of good 
friends who have owed us for long 
periods and have systematically 
cleaned up their bills. They are 
trading with us right along and 
are getting the same treatment as 
all our customers and feel right 
at home. 

Please throw aside any mistaken 
idea you may have as to how we 
feel toward you. Help yourself 
and help us by trading here. 

Cheerfully yours, 


For the Working Man 


Here is an uncommonly good let- 
ter for the working man or unen- 
lightened person. It clearly ex- 
plains the value of keeping credit 
standing unimpaired. Used success- 
fully by a lumber dealer in Everett, 
Wash. : 


Dear Mr. 

CREDIT STANDING for the 
poor man is what CASH is to the 
rich man—it enables him to get 
what he wants, when he wants it. 

CREDIT STANDING is a man’s 
reputation for paying his bills as 
agreed. No man can keep a 
CREDIT STANDING unless he 
pays his bills—for merchants 
nowadays compare notes about 
customers asking for credit. 

You had a CREDIT STANDING 
with us that had actual cash value. 
It enabled you to get lumber, etc. 


But there is still due us $——. 





Some day you'll want us to 
speak a good word about you to 
someone from whom you'll need 
credit. 

We'll be mighty glad to do so 
—just as soon as your account 
with us is paid. 

So let us have payment on this 
account soon—or tell us when it 
will be paid. 

I’m counting on hearing from 
you! 


Here is a very good letter used by 
the Carolina Rubber Company to 
appeal to the other fellow’s sense of 
fairness. It could be easily adapted 
to the hardware dealer: 


Dear Mr. 

Has it occurred to you that 
when for some reason you don’t 
pay a bill when it’s due, you fre- 
quently aid in forcing the firm 
you owe to fail to pay their bills 
promptly, too? 

In our business we buy the sup- 
plies from which your tires and 
tubes are made from various 
firms. These folks expect us to 
pay them promptly so that they, 
too may pay their bills on time. 

But—when YOU don’t pay US 
promptly, we can’t pay the other 
fellow, who in turn can’t pay his 
bills for the selfsame reason—and 
so on down the line. 

Maybe it doesn’t seem so very 
important to you to pay just one 
little bill right on the dot, but 
it is bread and meat to us fellows 
here at the Carolina plant who 
build your tires and tubes for you. 
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So—on behalf of ourselves and 
the other fellows, too, I am asking 
you to please send us your check 
today for $——, which is the 
amount due at this time. It will 
help us out materially and the 
other fellows as well, for which 
we shall all be grateful to you, so 

Thanks, very much indeed. 

Cordially yours, 





Colleet Those Bad Bills! 


Every merchant who has been in 
business for upwards of a year has 
his file of “hopeless” accounts— 
bills that he has perhaps written off 
the books as a dead loss. 

Suppose we take a few minutes 
today to go through that file of yours 
and see if we can’t turn some of those 
bad bills into good money. I am not 
holding out any great hope, you 
understand. We’ve got to realize that 
we are up against a tough proposi- 
tion. We are not likely to work any 
modern miracles. But then let’s look 
at it this way: Anything we do col- 
lect under such conditions is just 
so much velvet. Perhaps we can 
find some unusual approach—some 
untried strategem—that will pry a 
few dollars loose from reluctant 
debtors. 

You know there is something pe- 
culiar about old bills that no one 
has every fully explained. Often 
when they have been given up for 
dead, and buried away for months 
or years, we find when they are 
brought to view that there is a spark 
of life in them after all. 

Perhaps, in the interval, there has 
been a marked change in the finan- 
cial status of the debtor. Maybe 
some burden such as chronic illness 
in the family, which has been weigh- 
ing him down for a long time, has 
been lifted. He is beginning to get 
on his feet. Thus, when this obliga- 
tion is again brought to his attention, 
we find him in a position to make 
definite arrangements for settlement. 

Perhaps, again, our debtor has 
suddenly found himself after a 
period of financial floundering; 


(GET your Hardware Age Next Week 
and read the Concluding Installment 





perhaps he has inherited a bit of 
money, or perhaps he has suddenly 
developed the essential intestinal 
fortitude to face his obligations 
squarely. He says to himself, with 
new-found resolution, “I’ll PAY that 
bill!” And he proceeds to do so. 

These are not widely fantastic sup- 
positions. They are happening every 
day in this workaday world of ours. 
And in a sufficient number of cases 
to make it abundantly worth your 
while to take one final fling at col- 
lecting those “uncollectible” ac- 
counts of yours. But how shall you 
go about it? 

First, let me ask you a question: 
How long has it been since you 
talked with these debtors personally 
about their accounts? Oh, you have 
written them, of course. And you 
have sent statements. But have you 
recently had a face-to-face chat with 
the customer who has owed you 
money for a long, long time? 

Why not try it? 

True, there is nothing sensational 
about this suggestion. It is a per- 
fectly obvious move to make. But 
one that is so often neglected or 
postponed. 

So I suggest, above everything else, 
that you go and hunt up these de- 
linquents wherever possible. Have 
a frank talk with them. Point out 
that you have waited a mighty long 
time for your money. Ask them to 
pay you—now. 

You may say that it will do no 
good. But have you tried it? If 
you haven’t made the effort, then 
you can’t possibly prophesy the re- 
sult. And you may ,be pleasantly 
surprised! 

The old-time merchant who put a 
batch of bills in his hip-pocket and 
set out personally to garner in the 
sheckles had the most effective col- 
lection system ever devised. No one 
has ever been able to figure out a 
method that will bring better results. 
Every honest collection “expert” in 
the country will freely admit the 
truth of this statement. Sometimes 
I think we have drifted too far away 
from some of those simple old, time- 








tested plans. So, again, I say, go 
and call on your delinquents. 

And if you can’t call, telephone. 
In previous articles in HARDWARE 
Ace I have had quite a bit to say 
concerning the value of the telephone 
as a collection instrument. You will 
find it valuable in collecting old 
bills as well as current accounts. 
But in these cases do not leave it 
to the debtor to mail a remittance. 
Once he has agreed to pay, arrange 
to have’ someone call for the check. 

Next to the personal call and the 
telephone conversation, I would sug- 
gest the ‘telegram as a means of 
collecting these old bills. Yes, even 
on local accounts. For a small fee, 
the telegraph company will deliver 
messages to debtors within your city 
limits. 

I call to mind a very interesting 
case of a Rhode Island merchant who 
set out to collect a number of bills 
ranging from $15 to $150, all six 
months old or older. As a first step 
he mailed a letter, requesting remit- 
tance within ten days. This was fol- 
lowed; at the conclusion of the ten- 
day period by a night letter as 
follows: 


Greatly disappointed in not re- 
ceiving your remittance or hearing 
from you regarding past due ac- 
count hundred forty-seven dollars. 
We have béen patient and pleased 

_ to accommodate, but urgent need 
of funds makes your remittance 
of entire balance imperative. Must 
count on receiving it by Saturday 
without fail. 


This was followed by a letter, 
scheduled to reach the debtor the 
following day: 

Dear Mr. Smith: 

Last night we wired you as per 
the inclosed copy. We had 
counted on having your remittance 
by the 10th, and not hearing from 
you, sent the night letter, trusting 
you can send us the remittance 
we need by Saturday. Do not dis- 
appoint us. We are counting on 
you to help us out. 

Sincerely, 
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Answering the Customers’ Questions 


for a customer to ask ques- 

tions about the merchandise 
he intends to buy. Why shouldn’t 
he? He wants to know all the 
vital points concerning that mer- 
chandise. In fact, he cannot buy 
the article intelligently unless he 
does know. There- 
fore, nothing is more 
aggravating to a cus- % 
tomer than to bump 
up against a blank 
wall of ignorance or 
evasiveness when he 
asks a perfectly nat- 
ural and logical 
question about some 
article in which he is 
interested. 

A friend of mine 
recently went into a- 
large hardware and 
sporting goods store 
to look at a certain 
late model rifle. He 
was greeted pleasant- 
ly and the rifle was 
brought out for in- 
spection. It looked 
all right, but my 
friend was somewhat 
of a sportsman and 
naturally asked ques- 
tions. “What is the 
velocity?” he in- 
quired. “Well,” stammered the 
clerk “it’s greater than that of 
the old model.” He then imme- 
diately launched into a sales talk 
along some other lines. My 
friend tried again. ‘How many 
cartridges does the magazine 
hold?” The answer was cer- 
tainly a good one. “Darned if I 
know” replied the salesman, 
“but I guess it holds all that you 


[ is a perfectly natural thing 
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will need for any ordinary shoot- 
ing.” Right there my friend lost 
interest in that rifle. “I guess 


I won’t buy it now,” he said, “I 
merely wanted to see what it was 
like. However, I happen to 
know that the very next day he 
went down to another store and 
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Number Twenty ofa 
series of articles for 
the man on the sales 
floor. Next week: 
The Sales Danger of 
Over Persistence. 


bought that same type of rifle 
from another type of salesman. 

Now, it was perfectly natural 
for the customer to want to know 
the velocity of that rifle and the 
capacity of its magazine. His 


questions were logical and he 
had a perfect right to expect the 
salesman to know the answers, 
or at least be able to get them for 
him quickly. The salesman’s 
failure to do so made the cus- 
tomer lose confidence in him and 
also in the rifle. 

One of the vital 
elements of retail 
selling is the ability 
of the salesman to 
answer questions con- 
cerning the merchan- 
dise he sells. A prop- 
erly handled sales 
talk will answer 
many questions be- 
fore the customer 
asks them, but some 
direct queries are 
bound to. arise. 
Usually these queries 
deal with size, use, 
method of operation, 
wearing quality, ma- 
terial, finish, etc. Oc- 
casionally, they are 
purely technical 
questions, furnishing 
a real alibi for the 
salesman’s _ inability 
‘to answer, but even 
this is no excuse for 
not finding out the 
proper answer for the 
customer. “But,” said the sales- 
man to whom I broached this 
subject, “how is a fellow going 
to know what the customer will 
ask?” That is a logical ‘question 
also. The answer is that while 
the retail salesman cannot fore- 
cast all the questions which may 
arise concerning the merchan- 
dise he sells, he can easily fore- 

(Continued on page 56) 
































We Wanted the Paint Business of 


The Man Who Couldn’t 
Cash 





| HE average 
house __ painting 
job must be con- 
sidered as a sales unit, 
rather than so many 
gallons of paint and 
miscellaneous related 
articles. As a usual 
thing, the customer 
estimates that it will 
cost him, say $22.75 
to paint his home— 
but he doesn’t have the 
$22.75. Perhaps, he 
has $5 to spare, but 
this sum will hardly 
purchase more than a 
gallon or so of paint. 
This same $5, how- 


ever, is sufficient as a 


By EUGENE J. BROWM 
The Browm Co., Warren, Ohio 
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The cooperative advertising 
newspaper issued by the 
Browm Co., the Economy 
Shoe Co., Reznor Drug Co. 
and the Morris Furniture Co., 
of Warren, Ohio, carried 
double spreads like the above 
for the Browm Co. 


Tied up with the advertis- 
ing was this window display. 
Note the large amount of in- 
formation that this window 
gives, compelling attention 
while using very little actual 
merchandise. 
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down payment on a paint job, 
just as it is considered a respect- 
able down payment on most in- 
stallment sales. 

We wanted this paint business 
that had been held back due 
to the lack of cash. We had 
watched it go out the door. We 
felt that these people, who owned 
their own homes, and had 
enough pride in their property 
to want to paint it, were excellent 
credit risks. 

Because we wanted this paint 
business, and because we wished 
to win new customers by extend- 
ing an unusual service, we 
adopted an installment plan of 
selling paint. We have used the 
plan for three years and its suc- 
cess has maintained our paint 
volume. The selling plan neces- 
sitates certain factors to insure 
minimum losses. 


The Selling Plan 


Our selling plan _ revolves 
around the slogan: ‘‘Four 
Months Time Same As Cash.” 
We remove from the customer’s 
mind any conception that our 
system is simply a charge ac- 
count. Under our plan, if the 
paint order amounts to an even 
$25, we require a down payment 
of at least $5 and payments of 
$5 per month until the contract 
is paid in full. We sell at cash 
prices, without adding interest 
and carrying charges, and still 
render a credit service. The fact 
that we are being unusually lib- 
eral in this respect is impressed 
on the customer’s mind and tends 
to provide an additional reason 
why payments should be made 
promptly on the stipulated due 
dates. 

We find the duplicate chattel 
mortgage form, to be very con- 
venient in making sales of this 
type. The form requires the pur- 
chaser’s signature and tends to 
impress him with the legality of 
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This is the form of chattel mortgage, record of payments and credit report 
used by The Browm Co., in their installment paint plan. 


the transaction. Space is pro- 
vided for an itemized list of pur- 
chases and the amount of each 
payment and the due dates are 
set forth, One copy is given 
the customer, while the other is 
retained for our accounts receiv- 
able ledger. The form plainly 
states that if the contract is not 
completed within the specified 
period that a carrying charge of 
10 per cent of the original sale 
will be added. This serves to 
“hurry up” the naturally slow 
payers. 

While the chattel mortgage 
form provides for repossession 
of the merchandise in case of 
delinquent payments, a feature 
very effective with more tangible 
merchandise, it is useless in 
paint sales. However, we find 
our net losses in paint accounts 
to be no greater than losses in 
stove or washing machine sales. 
The fact that the home painter is 
usually on a higher credit level 
than the average credit risk prob- 
ably accounts for the small num- 
ber of paint losses. 

The sales program of “Paint- 
ing While You Pay,” must be en- 
thusiastically merchandised and 


pushed to the paint consumer, if 
the effort is to be at all profit- 
able. Promotion of the idea 
should not be confined to those 
few customers who are in acute 
need of paint, but do not have 
the cash. Instead it should be 
exploited and sold to a great 
number of procrastinating con- 
sumers who plan to delay paint- 
ing for another year or so. 
“Paint While You Pay,” is also 
an effective weapon to use on 
those customers who have been 
buying paint from mail-order 
stores, where paint has been sold 
on “very easy terms.” One can 


fight fire with fire. 
Developing Paint Sales 


We find the following general 
method of developing paint sales 
in the credit field to be very 
effective when they are properly 
tied in with each other. 1—Win- 
dow displays of the type repro- 
duced in the accompanying illus- 
tration and installed during the 
active painting season. 2—Fea- 
turing selling points of: (a) 
High grade, nationally known 
paint line. (b) “Paint Your 
Home for Only $5 Down.” (c) 


(Continued on page 65) 








LL of us have been more or 
A less interested in the mor- 
atorium. While I am 
dictating this article the Premier 
of France, Monsieur Laval, is 
conferring with our  Secre- 
tary of the Treasury, Mr. 
Mellon, in regard to the German 
moratorium. When it comes to 
money matters, the French are 
never in a hurry. I knew a man 
who went over to France to put 
over a deal, had meeting after 
meeting with the French mer- 
chants, and finally failed. In 
talking over the situation with an 
American who lived in Paris, this 
American asked: “Did you ever 
interview the wives of these 
Frenchmen you wished to make 
the deal with? If you haven’t, 
let me suggest that you give a 
dinner, invite all the wives, tell 
them the story, and maybe the 
outcome will be different.” The 
hint was accepted; the dinner was 
given; and the deal was put over. 
oe “@ 

A French merchant who does 
business all over Europe has 
just called on us and given us 
some very interesting facts about 
the European labor situation. 
France today, as you know, is 
probably the most prosperous of 
all European nations. Next to 
the United States, she has the 
largest hoard of gold. Of course, 
this summer France is suffering 
because American tourists are 
not quite so much in evidence. 

This French gentleman told us 
that a good French mechanic 
works 48 hours a week for 


$60.00 a month. Just a little 
less than $15.00 per week. The 
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The Situation in Europe 


by SAUNDERS NORVELL 


average French clerk in an office 
draws $25.00 per month. The 
average bookkeeper draws $40.- 
00 to $50.00 per month, while an 
expert accountant is worth 
$60.00 per month. A comp- 
troller in a French corporation, 
the man in charge of all their 
figures and frequently acting as 
treasurer, draws from $80.00 to 
$100.00 per month. One hun- 
dred dollars per month is consid- 
ered a first-class salary in 
France. 

Now, having the above figures 
in our minds, let us take France 
as a standard 100 per cent in 
wages. On this basis Belgian 
wages are 85 per cent, German 
110 per cent, English 120 per 
cent, while Czechoslovakian 
wages are 80 per cent. In other 
words, wages in Czechoslovakia 
are the lowest in Europe, and are 
20 per cent less than the above 
wage scale for France. Wages in 
in the United States as compared 
with the French standard of 100 
per cent would be 200 per cent, 
or just double, and this does not 
mean United States fancy wages. 

This French gentleman stated 
that in Czechoslovakia on account 
of their very low wages, they 
were making some very interest- 
ing competition on many lines in 
Europe and America. Their 
labor conditions are not onerous 
for the manufacturer as they are 
in Germany and in England. 
We asked him how these people 
could afford to work for such 
low wages and he replied that 
it was because of the different 
standards of living and their 
ideas of how to live. “For in- 











stance,” he said, “a man will 
buy one suit of clothes, will get 
it at a very low price, and then 
expects it to last at least five 
An overcoat lasts ten 


years. 
years. The ladies do not wear 
snakeskin shoes. They buy 


heavy shoes with heavy soles at 
low prices, and these shoes are 
made to last, being repaired time 
after time. With a single stein of 
beer, a piece of black bread and 
a piece of cheese, a Czechoslo- 
vakian can sit at a table in a beer 
garden and spend the entire 
afternoon chatting with a friend 
and be perfectly happy. His food 
and liquid refreshment would 
probably not cost him as much as 
ten cents. The cost of living for 
everybody in Czechoslovakia at 
the present time is the lowest of 
any country in Europe. Taxes 
are very low, and the people, 
compared with the people of 
other nations, are fairly well em- 
ployed and are satisfied and con- 
tented. “In England,” said our 
visitor, “labor conditions are the 
worst on record, for the simple 
reason that the average workman 
does not want to work. He is not 
amenable to new ideas. He op- 
poses all progress. He is very 
much interested in politics and 
expects to improve his lot, not by 
working hard, but by some polit- 
ical chicanery. 

“In France there is compara- 
tively little unemployment. The 
French are all working, not too 
hard, but steadily. They accept 
work as the rule of life. There 
are thousands and thousands of 
little shops in France that man- 
age to exist on a very small 
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volume of business. For in- 
stance,” said this gentleman, 
“some of these small shops do 
not sell over $4.00 worth of 
goods per day, but on these sales 
they make 25 per cent or $1.00 
and they can exist on this dollar 
because almost every Frenchman 
has some investments that bring 
him in a small return.” Our 
visitor also said that the unit of 
purchase in France was exceed- 
ingly small. The French fami- 
lies, especially those living in 
the cities and towns actually live 
from day to day. In the morning 
the housewife goes to market 
early with her basket and buys 
all she will need for the family 
that day. Therefore France is 
a very poor country for the sale 
of electric refrigerators. The 
French housewife does not plan 
to carry over anything from one 
day to another. Of course, the 
French waste nothing, and noth- 
ing goes out in the garbage. 

The French not only by their 
laws but by their thrift, economy 
and low wages have practically 
driven every foreign business 
concern out of France. For in- 
stance, our great life insurance 
companies for a while had 
branches in France. They used 
large buildings. They made a 
great show. But they are all out 
of France now and French life 
insurance is .sold entirely by 
French companies. This is also 
true of manufacturing. Almost 
every foreign manufacturer has 
been legislated and economized 
out of business in France. Our 
French visitor laughingly said: 
“Don’t worry about French pro- 
tests on the United States tariff. 
If the United States wishes to 
learn how to protect its citizens 
and give all of the United States 
business to them, they should go 
to France and learn how to do the 
trick. Not a French steamer, or 
railroad, or any other French 
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company employs anybody but 
Frenchmen. You may hear of 
Americans being put in charge 
of railroad enterprises in En- 
gland or in other foreign coun- 
tries, but no one has ever heard 
of an American railroad execu- 
tive who got a job on a French 
railroad. Of course,” he said 
with a smile, “American manu- 
facturers of automobiles are put- 
ting up the best fight they can to 
overcome the French tariff and 
the French laws with a view to 
selling American automobiles in 
France, but take my word for it, 
it will only be a question of time 
until all standard foreign cars 
are frozen out of France. In 
France cars are taxed by horse- 
power, and as a result almost all 
of the French cars are little ones 
that look like miniature automo- 
biles on the road. Then, of 
course, there is the tax on ‘es- 
sence’ or gasoline. There is a 
tax in the city of Paris, and ev- 
ery time you leave your “es- 
sence’ is measured at the ‘bar- 
rier’ or gate, and when you re- 
turn they measure it again. If 
you bring back more than you 
took out, you must pay a tax on 
the difference.” 

So, therefore, if Monsieur 
Laval of France raises some ob- 
jections to the moratorium for 
Germany, no one who knows the 
French system should be sur- 
prised. France is for Frenchmen 
only. As a guest you are wel- 
comed and treated with courtesy 
as long as you have money to 
spend, but in considering foreign 
trade, one of the last countries to 
select in which to develop your 
business should be “la_ belle 
France.” France is “la belle” 
all right, but for the French only. 

Since dictating the above J 
have received a letter from En- 
gland, from which I quote: 


“T thought when in New York 
during the winter that I had never 


seen as much pessimism in my life. 
I changed my mind about it, 
however, and I think for down- 
right blackness with very little. 
hope of sunshine England today 
has New York knocked into a 
cocked hat. I have just completed 
a trip to the midlands and the so- 
called black or industrial belt. 
The conditions there are really de- 
plorable and it does not take a 
trained eye to see that business is 
almost at a standstill. 

“The main thoroughfare of 
Manchester is Market Street. For 
years it has been a dangerous pro- 
ceeding to cross it, due to the 
density of the traffic. Last week it © 
really looked like a country lane, 
the traffic simply was not there. 
While all England has been badly 
hit by the depression plus the ter- 
rible unemployment which has 
been steadily growing for years, 
the midlands are the worst hit of 
all due to the fact that with the 
boycott in India against British 
cloth about two-thirds of the cot- 
ton mills are closed down. 

“The general feeling here is that 
President Hoover’s announcement 
regarding the war debts will give 
a general pick-up to _ business. 
That is probably true and should 
help things here somewhat, but 
nothing is going to help England 
until there is a change in the Gov- 
ernment and something is done 
about unemployment and the out- 
rageous abuse of the dole. The 
Labour Government has been 
playing hide-and-seek with it for 
two years and finally appointed a 
Royal Commission. The com- 
mission has made its interim re- 
port with recommendations as to 
what should be done to stop the 
various abuses, and now the Gov- 
ernment calmly announces it has 
no intention of carrying out the 
recommendations; it dare not be- 
cause it is dependent upon the 
labour vote and the Labour Unions 
are opposed to stopping the abuses 
because it means their members 
would receive less. While the 
foreign policy of the Government 
has met with almost unanimous 
approval of persons of every poli- 
tical opinion, its domestic policies 
have been just the reverse. There 
is a feeling of instability due to 
the Government’s attitude towards 
the man who has a few pounds in 
hand, so much so that people will 
not invest or expand, and until 
there is a Government in which the 
business community has faith, 
there will be no recovery in Eng- 
land.” 
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Mr. WEBSTER 


The author of this article is herself an experi- 





enced hardware woman and has written mer- 
chandising stories which have appeared in 


Mr. WEBSTER 
Stages a PAINT 


Demonstration | 


By MABEL ODNEY VOWLES 


HE president of the 
“Ladies’ Aid” of a little 


church in the north suburb 
of Long Beach telephoned me 
one day in April of this year and 
asked me if I would attend a 
paint demonstration with the 
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members of her “Ladies’ Aid.” 
She went on to explain that the 
proprietor of the Long Beach 
Hardware Company, a store in 
their neighborhood, would give 
the “Ladies’ Aid” of her church 
$5 if 30 or more members of 
that organization would attend a 





Hardware Age. You will enjoy reading this one. 











paint demonstration 
in his store at 2 
o’clock Thursday 
afternoon. Fearing 
that 30 members 
might not respond 
she was calling on a 
few of her acquaint- 
ances; would I come? Would I? 
I would do more than that to 
help a “Ladies’ Aid” earn $5 
and when a hardware merchant 
stages that kind of a show I 
would be happy to pay an ad- 
mission fee. 

I arrived early that I might 
observe the entire proceeding. 
The ladies began arriving and 
Mr. Webster, the kindly, genial 
proprietor of the store, was at 
the door to greet each guest. 
Soon all the folding chairs which 
had been rented for the occasion 
were occupied, the chairs in the 
office were brought out, benches 
in the store were put into service 
and still a few ladies had to re- 
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main standing as 60 were pres- 


‘ent. And the only advertising 


done for the event was the invi- 
tation extended to the “Aid.” 
Now I fully expected to see a 
suave salesman from the whole- 
sale paint house deliver, in the 
usual confident manner, a care- 
fully prepared paint sales talk. 
But not so—Mr. Webster made 
a brief address of welcome to his 
guests and then presented one of 
his regular salesmen, who, he 
said, would give them some in- 
formation about paint. 


Selling Personalities 


“Bravo!” I thought. “You are 
not only selling your paints but 
you are selling your personal- 
ities with your stock to your 
neighborhood patrons.” 

Before proceeding with the 
demonstration each guest’s name, 
address and phone number was 
registered for the mailing list. 

The young man who had 
charge of the demonstration had 
arranged, on a table before his 
audience, color cards; paints, 
enamels and varnishes for vari- 
ous purposes; brushes of differ- 
ent sizes and shapes; stencils and 
transfers. For an hour he dis- 
coursed on colors, color com- 
binations, qualities and purposes 
of paints; methods of removing 
old paint; how to stencil with the 


roller brush; how to apply dec- ° 


orative transfers; actually dem- 
onstrating some of the work as 
he talked. At the close of his 
talk he drew the attention of 
those present to some special 
offers which the store was fea- 
turing during that 
week: one in 


given free with purchases of 
brushes, and another in which a 
page of transfer designs was in- 
cluded free with each quart can 
of enamel purchased. 

Many were quick to take ad- 
vantage of the special offer that 
day and all accepted the color 
cards given to them. Mr. Web- 
ster says that many subsequent 
paint sales were a direct result 
of this demonstration and that 
many other hardware sales of 
goods displayed in the store were 
made that day, and later, which 
he feels could be directly attrib- 
uted to that day’s advertising. 

It has been my pleasure since 
this demonstration to call on Mr. 
Webster and to learn from him 
some of his merchandising ideas. 
I had noticed his friendliness to 
his customers and remarked 
about it to him. He smiled. 
“Well,” he said, “somehow the 
way I get acquainted with my 
customers is to find out what 
their hobby is—maybe it’s their 
children—perhaps it’s golf or 
fishing or their car—whatever it 
is, I like to know it. Then the 
minute I see a customer I asso- 
ciate that hobby with him and we 
have something to talk about.” 


His Biggest Preblem 


Doesn’t that add romance to 
merchandising? Did you ever 
see a chain store clerk do that? 
No—chain store employees 
merely take your money and 
then wrap up your purchase. 

Responding to a question as to 
what his biggest merchandising 
problem was, Mr. Webster said, 





“During the nine years that I 
have been running my store in 
Long Beach I have found my 
biggest job is to carry a complete , 
hardware stock without over- 
stocking. Of course the fact that 
we have wholesale houses so 
close to us helps us a great deal. 
The peculiarity of my territory, 
for we are in the midst of the oil 
wells, demands that I carry a 
very large stock of pipe, pipe fit- 
tings and bolts. For instance, I 
carry 300 different sizes of bolts. 


A Regular Hardware 
Store 


When one of the oil workers 
comes tearing in here for a cer- 
tain size bolt we must have it for 
him. We aim to have a complete 
stock of hardware but do not 
carry the side lines featured in 
many hardware stores. You have 
noticed that we do not stock 
dishes and glassware. Like mini- 
ature golf courses, when every- 
one has one no one makes a 
profit. We keep a regular hard- 
ware store with a tin shop in the 
back room where we do a great 
deal of mending and altering for 
our customers. Our territory for 
this kind of work is surprisingly 
large. Customers coming to our 
tin shop pass through our main 
,store where we have our stock 
well displayed and many sales 
are made to the patrons of our 
‘fix it? shop.” 

Mr. Webster’s plan is to carry 
complete stocks of standard hard- 
ware lines and _ merchandise 
them to the limit. He does just 

that with paint 
and his paint 





which smali cans 
of paint were 
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sales justify his 
methods. 
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HE 1931 vacation 
— offers a more 

varied type of selling 
opportunity than has been 
experienced for many years. 
Economic conditions have 
brought some families an 
enforced stay-at-home pro- 
gram, while for others there 
will be longer trips than 
ever before. In few cases 
is there a practical way to 
make up definite prospect lists 
which will permit the proper 
specific selling approach to these 
different types of customers. 
Therefore it will be well to 
study the several angles of the 
current vacation season and to 
plan general display and adver- 
tising appeals that will embrace 
the widespread needs of as many 
different kinds of vacations as is 
possible. Window cards can be 
more specific, suggesting that 
certain merchandise is for those 
who will stay at home, others for 
those who will make short beach 
trips, auto trips, picnics, etc. 
Let us picture a typical commu- 
nity and the probable holiday 
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1931 Vacations 
over Opportunity 


plans of different families to see 
what kind of merchandise they 
will require. , 

The Smith family are in mod- 
erate circumstances. Normally 
they would take the usual two 
weeks’ holiday at some inexpen- 
sive resort. This year-they can- 
not afford a family vacation. 
Although Mr. Smith has worked 
every day without losing any 
time he is working for less wages 
and the vacation budget 
is reduced. He plans to 
work in his garden, fix 
up the garage, paint the 
bathroom and _ kitchen 
and do a few odd jobs 
that have needed atten- 





* Scout camp and 









/ 


tion. The Smith 
heir, aged twelve 
will go to a Boy 
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all-day outings. The Smith fam- 
ily will buy some garden equip- 
ment, some paints, perhaps a few 
tools and a new auto tire, as well 
as a camp blanket, and some Boy 
Scout equipment for the young 
son. 

The Browns are more fortu- 
nately placed financially. Mr. 
Brown has a better paying job 
and has money in the bank. His 
firm has avoided salary reduc- 
tions, but to take up the slack 
has invited employees to take an 
additional two weeks’ vacation 
at their own expense. This is the 
opportunity the Browns have 
sought for some time. They 
have no children, have the 
money, and are going to take a 
thirty-day trip through parts of 
Europe. They will not be want- 
ing much, but someone will get 
a nice order for a wardrobe 
trunk, steamer trunk, traveling 
toilet kits and hand luggage, 
many of which items are being 
sold profitably by hardware 
stores. 


The Jones Family’s 
Vacation 


Around the corner the Jones 
family, with four children— 
ages two, four, eight and ten— 
have faced reduced income for 
nearly a year, but at that are 
operating on a pay-as-you-go ba- 
sis. With them “staying at 
home” has been decided upon 
as a precaution and a means of 
saving part of the holiday bud- 
get. They have it all figured out 
—a couple of all-day car out- 
ings, some golf for Mr. Jones, 
and the oldest child, a boy of 
ten, will go to a church camp. 
Having a good-sized play yard, 
twenty-five dollars will equip it 
with a sand box, safety swings, a 
small slide, a backyard pond for 
sailing toy boats and one of 
those new inexpensive portable 
showers that are attached to any 
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The Smiths are staying 
home this year, the 
Browns are taking a 
longer vacation, the 
Joneses will compro- 
mise. In each case 
there is an opportu- 
nity for sales of hard- 
ware. 


garden hose. The last will pro- 
vide the three smaller children 
with a safe all summer play- 
ground. Mr. Jones will need 
some golf balls and the boy go- 
ing to camp will need some 
equipment, mostly blanket, tin 
cup, tin plate, knife, fork and 
spoon and a flashlight. 

Being paid strictly on the 
hourly basis and having an aver- 
age of only four days’ work a 
week, Mr. Harrigan won’t take 
any two weeks’ vacation. He 
can’t afford it, but he will aver- 
age two or three days off every 
week and plans to take the fam- 
ily on the “lizzie” for swimming 
parties. The Harrigans_ will 
need bathing suits, a spare tire, 
and picnic equipment. It isn’t 
likely that they will buy all of 
these things at once, but during 
July they will acquire in two or 
three installments this equip- 
ment, and maybe some fishing 
tackle, as the bread winner has 
made up his mind not to go to 
the beach on Sundays; instead 
he’ll go fishing. His home needs 
fixing, too; particularly the bed- 
rooms. They will have to be 
painted. Some of the rainy days 
Mr. Harrigan will buy some 
paint and brushes. 

There are also, of course, a 
lot of families who will not 
change their normal vacation 
routine or curtail their pur- 
chases of luggage, auto equip- 
ment, camping and picnic sup- 
plies, golf, tennis and swimming 
outfits, beach toys, etc. Where 





families are large some of these 
will forego the customary visit 
to a summer hotel and will put 
the money into a summer home 
for a month on the shore, in the 
woods or wherever fancy dic- 
tates. These folks will be buy- 
ing inexpensive table and kitchen 
equipment, flashlights, portable 
radios, unpainted furniture, etc. 
There will be many other con- 
ditions and circumstances gov- 
erning 1931 vacation plans, with 
each type having a different 
equipment requirement. Strict 
concentration on any phase of 
the vacation market might prove 
disappointing, but a _ general 
analysis of the local situation 
will probably inspire some prof- 
itable merchandising effort by 
hardware men to cater to the as- 
sorted needs of the community. 


Put the Windows 
to Work 


Window displays can easily 
be arranged showing this wide 
variety of merchandise. As men- 
tioned, window cards calling at- 
tention to different groups of 
goods can bear appropriate sales 
messages, indicating where and 
how that particular kind of mer- 
chandise will make the holiday 
season more pleasant and more 
convenient. 

Advertising for vacation busi- 
ness will depend upon available 
media. If circulars are used, a 
wide variety of illustrations may 
be used covering many types of 
vacation plans. If newspaper 
advertising is large enough the 
same plan may be followed. Or 
if the latter is frequent enough, 
a series of vacation equipment 
ads could be used to give in each 
a specific type of vacation ap- 
peal. Circular letters covering 


such a wide appeal might not be 
so effective as sales letters are 
best when a specific approach is 
made. 
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These posters are easy to make. 
in this article and you will be able to produce an accurate copy. 


OTS of people, this year. 
L, are spending their vaca- 
tions at home, and many 
are debating the question. The 
windows here suggested will help 


many decide. Home _ owners’ 


Follow the simple directions 


pride of possession is strong and 
an appeal such as these windows 
provide will get a ready response. 
The house that needs painting, 
the lawn that needs attention, and 
the many other things that need 
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How fe Get 


fixing will now get a chance at the 
family pocket. But here’s how: 
The trellis is so easily made 
that it needs no directions here. 
Have it painted white and train 
some artificial roses through it, 
placing it against the back of the 
window. The poster is charted 
for you at the top of this page. 
If you wish to make it, say, 40 
inches wide, simply divide the 
space of 40 inches into the same 
number of squares as shown on 
the chart. Then for convenience 
in following the drawing, place 
letters down the side, a, b, c, etc., 
and figures 1, 2, 3, etc., across 
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the top. This enables 
you at any point to 
locate quickly the 
part you are draw- 
ing. You will find 
this method very easy 
to follow and also ef- 
fective. Proceed with 
the paint brush in the 
same manner, but cut 
the design out after it 
is drawn. 

On the garden sup- 
plies poster an effec- 
tive color would be 
buff for the ground 
of the card and black 


lettering, with, of course, green 
leaves and roses in natural col- 
ors. 

The paint brush may be any 
light color in order to contrast 
the black or dark blue lettering. 
Lean this cut out brush up 
against the background as shown. 
This giant brush will serve to 
arrest attention and impress upon 
the passerby the fact that paint 
is a substantial line in your 
stock. Note the ladders in this 
paint display and read the arti- 
cle on page 28 telling how the 
Browm Co., Warren, Ohio, used 
them. 
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ifor Your Summer Needs 


HESE windows are 
(sve because of 

their seasonal ap- 
propriateness and _ their 
general excellence. The 
golf goods window comes 
from M. S. Young, Allen- 
town, Pa. The paint win- 
dow at the bottom of page 
38 is by Frank T. Budge, 
Miami, Fla., (T. A. 
Hauser, display man- 
ager). Taepke Hardware, 
Detroit, Mich., used the 
window at the right, 
showing fishing tackle 
and some sporting goods, 
while the paint window 
below is from The Knight 
Hardware and Paint Co., © 
Miami, Fla. 
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The Store with the Best Advertising 

















Keep Cool 


Suggestions 





SAFE if You really owe it to yourself and to.your family to 
“a you provide these aids to comfort and better health when 

7 they can be bought at such reasonable prices. 
shop at G2.) F ‘ : 


ee r fags Spear (Descriptions and Prices) (Descriptions and Prices) 
are the lowest we could find 
in town for the same high 
quality of merchandise. 


(Descriptions and 
Prices) 





STORE NAME 














IceCream Freezers 
This Is No Fish There’s nothing like a 


rich plate of homemade 
ice cream to “hit the 


Story a spot” on a hot day or in 
fact any other day. We're 
No. X2 selling these ECL 














(STORE NAME) 











are selling tools 
that are bringing 
” Sey eee STORE NAME AND ADDRESS 
every day from all 
over town. The a 
reason is simple— 
the quality is high 
—the prices are 
lower than you'll 


rerio 3 CLE A-R Re A-N-C-E 


Bathing Apparel 


and Accessories 


Descriptions and 
( 08 es) You really should go to the beach 
and get out in the sun. It’s the 
best medicine that has been dis- 
covered yet. All Bathing Apparel 
and accessories prices have been 
drastically reduced for quick 
Clearance! 




















(Descriptions and Prices) 


STORE NAME 
STORE NAME AND ADDRESS 
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No. X5 





Everything for Your House 
and Garden 


At July Clearance Prices 


Now is the time to complete your summer needs for 
your house and garden. The pieces you felt you 
couldn’t afford earlier in the season are waiting here 
for you at prices that will surely thrill you. 





No. X6 No. X7 


HAMMOCKS 











No. X9 


Canning Supplies 


What a treat it will be next 
winter to open a jar of cher- 
ries for a pie—or bring out 
some of your favorite pre- 
serves! We carry a complete 
supply of canning and pre- 
serving needs at prices that 
are right. 


(Descriptions and 
Prices) 


STORE NAME 

















LAWNMOWERS 
There is a saving 
of $0.00 on every 
lawnmower you buy 
now. Price...$0.00 





FIBRE FERNERY 
You will find many Very gay and com- 
suitable places in fortable too are 
your home for this these strongly made 
cheerful fernery. hammocks. 

Price, without i. Ae $0.00 
FORME asic tans $0.00 


(List Additional Items with 
Descriptions and Prices) 


STORE NAME AND ADDRESS 











How 


| to 


Order 
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If you have local stereotyping facilities, re- 
quest the complete sets of mats of all the ad- 
vertising illustrations of these two pages, 
enclosing your check for $1.25. If you need 
mounted cuts order them by number given 
under each cut, listing the numbers in a 
column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered, 
when ordering ten cuts or more figure the 
charge at 30c. for each cut ordered, Enclose 
check with order, please—this saves book- 
keeping for small amounts. Send all orders to 
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ADVERTISING FEATURE 
239 West 39th Street, New York City 
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Hot Weather 
Specials 


You Can’t 
Afford to Miss 


(Descriptions and 
Prices) 


STORE NAME 
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SERVICE 
FOR THE 
WEEK 


By 0. W. STROOTA 
Marathon, Wis. 


HE only competition the 
[sat town hardware mer- 

chants have is among 
themselves. The other day we 
visited a small town hardware 
store and saw a clerk sell a 
12x24 piece of glass for 25 
cents. This is an article that the 
mail order house cannot furnish, 
also one on which there is more 
or less shrinkage; so why not get 
a longer margin? We are getting 
much more. 

At another store we saw one 
pound of six-penny nails sold 
for 5c.—a large pound at that. 
You cannot buy a pound of six- 
penny nails at any place other 
than a hardware store. Why not 
get more? At 6c. it would be 20 
per cent more on the cost. Fig- 
ure the small amount of 5 per 
cent on your sales and see what 
it will make. 


20% er 40%? 


We saw a merchant in our city 
sell stone jars at a 20 per cent 
margin. This is another article 
that the mail order house will 
not sell, and we get as high as 
40 per cent on them. What is 
there to prevent you from get- 
ting 5 per cent more on horse 
blankets, oil stove wicks, tin fun- 
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Theres 


Real MONEY 


in the Hardware Business 
Today ... 


nels, milk pails, milk strainers, 
furniture polish, pocket knives, 
etc. There are hundreds of things 
you can get a longer margin on 
if you will study them. We were 
in a store last week where they 
sold a milk pail for 50c. while 
we are getting 75c. What a dif- 
ference! 


Out of Date Items 


There are so many items that 
are out of date in most stores, 
but it seems they will not sell 
them at a sacrifice. Just the 
other day we saw some wrenches 
in our store that had been lying 
around for about a year. They 


- cost us 18c. each, but we put a 


10c. price ticket on them and 
sold them in an hour. Now we 
can use that money ‘to make 
some real profit. 

Did you ever figure what it 
costs you to have a dollar item 
lying around for a year? Your 
bank will pay you 3 per cent on 
that money, insurance about 2 
per cent, taxes at least 2 per 
cent. There is 7 per cent that you 
have lost, and that is about as 


small as you can estimate it. 
Now suppose you took this dol- 
lar item and sold it for 50c., re- 
invested it, sold the item for 
75c., with a three turnover. You 
would have 50c. and 75c. more. 
Not so hard to figure. 

Just a moment ago the writer 
had a customer purchase a pump. 
He turned a set screw too tight 
and broke a casting. He would 
not be satisfied unless we gave 
him a new piece. We knew he 
was not entitled to it, and we told 
him that the factory would not 
replace it. We told him the cast- 
ing sold for $3.00 ($1.50 whole- 
sale) and we would pay one-half 
of it. He was satisfied. 

Since we have studied our 
business and used these methods, 
we have increased our margin 
more than 5 per cent. Figure 5 
per cent on your sales and see if 
it will not be worth while. 

We would just like to go into 
some stores, roll up our sleeves 
and show them what can be done. 
There is real money in the hard- 
ware busines stoday. We would 
like to own a few more stores. 


Mail Order Stores are not in competition with you on 


all lines. 


O. W. Stroota shows here that a cent or two 


added here and there means much in margin. 
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Here Are Some Facts 


by JOHN H. VAN DEVENTER 
Industrial Consultant, 
Tue Iron AcE 


H: are some facts that should 
be studied by every business 
man. 
Take the first chart on this page, 
which shows, over a 40-year period, 
the number of wage earners em- 
ployed in our manufacturing indus- 
tries per thousand of our population. 

Notice that the density of employ- 
Number of Wage Earners in United States 


ment, as it may be termed, in our ‘iiiesasiadainamasiaiiin Th d 
highly mechanized industries has ee 
of Population 


not been diminished by 40 years of 
mechanization. The number em- 
cecal ployed in these industries in 1929 per thousand of our popula- 
ae UN \ tion exceeded, in fact, the average for the entire 40-year period. 
P This means that improved machinery has not caused technolog- 
ical unemployment, even in our highly mechanized “manufac- 
turing industries.” And our figures do not show the enormous 
1880 19041923 increase in service and other occupations that has resulted from 
Number of increased output. 
Paupers in Now look at the little chart 
United States at the left. This shows the num- 
Public Institu- er of paupers in public insti- 
eon per ten tutions per ten thousand of our 
ousand of ; ‘ 
Population, Population. During 40 years 
of intensive mechanization, 
pauperism has been cut nearly in half. Does 
this look as if mechanization were “grinding 
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down the masses”? pe 
And now examine the third and last chart 
on this page. It shows the growth of the aver- 0 "1985 951904 09 “14 "19 "a1 "23°25 “27 1929 
age American pay envelope in manufacturing ill i ia ae 
industries as measured in real buying power. Wages Maroschce hina ea 
Nominal dollar-wages have, of course, in- ufacturing Industries per 


creased more rapidly. Wage Earner 
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WESTERN RETAIL ASS’N 
REQUESTS FARM RELIEF 


H. J. Hodge, secretary, West- 
ern Retail Implement & Hard- 
ware Association, wired Vice- 
President Curtis and Senator 
Arthur Capper from the Abilene, 
Kan., office of the association, 
July 6, requesting farm relief. 

The wire read: “Twenty-three 
hundred farm equipment dealers, 
members of Western Retail Im- 
plement and Hardware Associa- 
tion, appeal for definite action 
by Farm Board that will give re- 
lief to producers from present 
deplorable conditions. Not only 
they but dealers are critically 
affected and entire farm financial 
structure-should have effective as- 
sistance immediately from every 
Government agency.” Clayton 
Lehman, president, Newton, Kan., 
and Secretary Hodge signed the 
wire. 


N. F. DAW PASSES 


Norman F. Daw, DeForest 
Radio Co., Passaic, N. J., veteran 
of many World War battles, died 
on July 2 after two months of 
protracted illness caused by com- 
plications of an old wound re- 
ceived at Belleau Wood. He went 
with the DeForest Radio Co. as 
assistant sales manager and was 
later promoted to the position of 
district sales manager for the 
metropolitan territory. Mr. Daw 
died at the age of 34 at the home 
of his parents in Winthrop, Mass. 





KEARINS IS PRESIDENT, 
COMBINED TOOL UNITS 


M. J. Kearins, formerly asso- 
ciated with the Whitman Barnes- 
Detroit Corpn., Detroit, Mich., 
has become president and gen- 
eral manager of the combined 
Latrobe Tool Co. and the J. M. 
Carpenter Tap & Die Co. His 
headquarters are in Latrobe, Pa. 





0. W. BEACH NOW WITH 
W. A. L. THOMPSON CO. 


O. W. Beach, Iola, Kan., has 
joined the traveling sales force 
of the W. A. L. Thompson Hard- 
ware Co., Topeka, Kan. Mr. 
Beach succeeded Larry Noble, 
who recently started as a bond 
salesman. He had been a sales- 
man for the Simmons Hardware 


es 
~~ 





Co., St. Louis, and was once pein. Owing to ill health he 


manager of the Haynes Hard- 
ware Co., Hartford, Conn. 





WESTINGHOUSE CO. 
MAKES PERSONNEL 
CHANGES 


The Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio, has 
announced several changes in its 
merchandising department. C. A. 
Meier, merchandising manager, 
southwestern district, was trans- 
ferred to the Pacific Coast as 
regional sales manager with 
headquarters in San Francisco, 
Cal. George Baily, Pacific Coast 
merchandising manager, was 
transferred to Mansfield as as- 
sistant to the sales manager. 
N. E. Harvey succeeds Mr. 
Meier. His headquarters will be 
in St. Louis, Mo. R. L. DuVal, 
large appliance sales manager, 
Mansfield, was appointed mer- 
chandising manager of the Mid- 
dle Atlantic district, with head- 
quarters at Philadelphia, Pa. 

Reese Mills, assistant director 
of merchandise, is now range 
and water heater sales manager. 
In addition, he will supervise 
sale of farm lighting and water 
systems from Mansfield. H. G. 
Kobick, assistant director of 
merchandise, is now washing 
machine sales manager, with 
headquarters at Mansfield. 





TRUSLOW IS TREASURER 
OF ARMSTRONG CORK CO. 


H. A. Truslow, vice-president, 
Armstrong Cork Co., Pittsburgh, 
Pa., is now vice-president and 
treasurer, filling the vacancy left 
by the recent death of William 
H. Larimer. 


F. B. PLATT PASSES 


Frank Bowman Platt, 68, for- 
mer vice-president, Farwell, 
Ozmun, Kirk & Co., St. Paul, 
Minn., wholesale  distributers, 
died recently at his home in that 
city. For many years he had 
been active in the hardware 
business, starting his career in 
Rochester, Minn., with A. 0. 
Ozmun & Co. The company 
later moved to St. Paul, Minn., 
as Farwell, Ozmun & Jackson. 
In 1905 Mr. Platt became secre- 
tary and in 1912 was made vice- 








retired from the firm in 1928. 
His wife, five sons, a daughter 
and two sisters survive. 


a 


JANNEY, SEMPLE, HILL 
G-M, ZENITH AGENTS 


Janney, Semple, Hill & Co., 
Minneapolis, Minn., have been 
made distributers for Zenith and 
General Motors radios. The ter- 
ritory handled by the company 
for General Motors sets includes 
southern Minnesota, southern 
Wisconsin and all of South Da- 
kota. Zenith sets will be dis- 
tributed in northern half of Min- 
nesota, North Dakota, Montana 
and Wyoming, in addition to a 
few counties in Wisconsin. 





SAVAGE OPENS BRANCH; 
REQUEST NEW CATALOGS 


Savage Hardware & Supply 
Co., Inc., 467 Elm Street, Ar- 
lington, N. J., is opening a new 
branch store on the corner of 
Kearny Avenue and Quincy Ave- 
nue, Kearny, N. J. A full line 
of paints, hardware, etc., will be 
handled at the branch. 

The Savage organization would 
like to receive literature and cat- 
alogs on hardware, paint and re- 
lated lines. 


C. N. JOHNS, MANAGER, 
PAGE STEEL & WIRE 


W. T. Morris, vice-president, 
Page Steel & Wire Co., Bridge- 
port, Conn., has announced as 
of July 1 appointment of C. N. 
Johns as general manager, with 
headquarters at Monessen, Pa. 
W. H. N. Bleecker, Jr., has been 
appointed sales manager, with 
headquarters at 701 American 
Bank Building, Pittsburgh, Pa. 





KELLER ARMCO ASS’N 
REGIONAL MANAGER 


Eugene Keller, Jr., until re- 
cently district manager, Philip 
Carey Co., Memphis, Tenn., has 
been appointed regional manager 
in the South and Southwest for 
the Armco Culvert Manufactur- 
ers Association, Middletown, 
Ohio. For the present he will 
make his headquarters in Nash- 
ville, Tenn. 


at 





HURD FIRM IS NOW 
INCORPORATED COMPANY 


The business of E. P. Hurd, 
5820 Fischer Avenue, Detroit, 
Mich., was recently incorporated 
as Hurd Lock Co. E. P. Hurd 
is president, P. W. Mulder is 
vice-president and Charles D. 
Ferguson is secretary and treas- 
urer of the organization. A new 
and larger factory is being 
planned at Almont, Mich., owing 
to recent sales expansion. 

The company intends to ex- 
pand in both the hardware and 
automotive fields with a sincere 
effort to have strictly jobber pol- 
icy in the hardware trade, says 
Mr. Hurd. 


HARRIS IS WESTINGHOUSE 
OFFICE SYSTEM MGR. 
G. -L.. Harris has been ap- 

pointed manager of office systems 

for the Westinghouse Electric & 


Mfg. Co., East Pittsburgh, Pa. 


For the last three years he has 
held a corresponding position 
with the Philadelphia Electric 
Co., and was previously identified 
with the Georgia Railway & 
Power Co., Atlanta. 





HOFFMAN, V. P., PACIFIC 
UNIT, LINK-BELT CO. 

Ralph M. Hoffman, for eight 
years manager of Seattle office 
of the Pacific division of Link- 
Belt Co., Chicago, Ill., has been 
appointéd vice-president and 
sales manager of that division, 
with headquarters at San Fran- 
cisco. He succeeds Harold H. 
Clark, who retired June 1. 
Twenty years of experience on 
the Pacific Coast in selling ele- 
vating, conveying and power 
transmitting equipment well fits 
him for his new position. 

In 1911, Mr. Hoffman went to 
Seattle, where he joined the 
Meese & Gottfried Co., later 
opening an office for them in 
Vancouver. When that company 
merged with the Pacific division 
of Link-Belt Co., Mr. Hoffman 
was made manager of the Seattle 
office. The new vice-president 
will take up his duties in the 
recently completed half-million 
dollar plant of the company, lo- 
cated at 400 Paul Avenue, San 
Francisco, Cal. 
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ANNOUNCE SYLVANIA 
TUBE TESTER NAME 


Hygrade Sylvania Corp., Syl- 
vania Division, Emporium, Pa., 
has announced that the name of 
the new Sylvania visible tube 
tester is the Sylvania Vis-O-Me- 
ter. The name was selected from 
the many suggestions received 
during the RMA Show, Chicago, 
Ill. P. J. Graham, Columbus, 
Ohio, and J. M. Garvey, Balti- 
more, Md., divided the prize of 
$50 offered for the best sugges- 
tion. Vis-O-Meter is a_ slight 
variant from the suggestions made 
by the two winners. 

All RMA Show visitors with 
the exception of Hygrade and Syl- 
vania company members were 
eligible to compete. The meter 
was on display during the entire 
show. By use of this equipment 
tubes are tested under actual op- 
erating conditions, and the cus- 
tomer is enabled to read from a 
large lighted panel the actual 
results obtained as each tube is 
tested. 

BOSTON GIFT SHOW TO 

BE HELD SEPT. 14-19 

AT COPLEY-PLAZA 


Plans and space allotments for 
the fall Boston National Art- 
wares Show, at the Copley-Plaza 
Hotel, Sept. 14-19 reflect an im- 
proved business outlook. The 
show is being conducted by the 
National Gift & Art Association 
in cooperation with the New 
England Gift & Art Retailers 
Association, which hold its meet- 
ing in conjunction with the’ Bos- 
ton show. A national distribu- 
tion conference is being held in 
Boston the same week. 

It is expected that retailers 
from resorts all over New Eng- 
land and parts of Canada will 
be in attendance. 





L. FREEDMAN TO MAKE 
BOTTLE CAPPER LINE 


Ben Freedman, formerly with 
the Walters Machine Co., has 
formed the L. Freedman Co., for 
the manufacture and national dis- 
tribution of bottle cappers and 
household specialties and sup- 
plies. The line will be sold to 
the hardware trade. Plant is in 
Toledo, Ohio, while offices are at 
2131 W. Vernor Highway, Detroit, 
Mich. 

BROOKLYN DEALERS 

DISCUSS CONVENTION 


Members of the Brooklyn 
Hardware Association met at the 
Johnson Building, Brooklyn, 


N. Y., July 10, to hear the re- 
port on the NRHA congress at 
Cleveland, Ohio, given by R. J. 
Atkinson, past president, NRHA, 
and M. A. Tarzian. It was de- 
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cided at the meeting to start dis- 
cussion of the points brought up 
at the convention in the meetings 
held from September on. In the 
absence of officers, Edward F. 
Daily, past president of the asso- 
ciation, conducted the meeting. 

The group decided to hold a 
social gathering in the latter part 
of August. 


HALL, VICE CHAIRMAN, 
M. E. A. DIVISION “C” 


A. V. Hall of Sherwood Hall 
Co., Grand Rapids, Mich., was 
named vice-chairman of Division 
“C” of the Motor and Equip- 
ment Association at the recent 
meeting of the M. E. A. board 
of directors in Chicago. C. F. 
Wright of Ballou & Wright, Port- 
land, Ore., is the chairman of 
Division “C,” which includes all 
of the wholesaler members of the 
association. 


BOURNE CELEBRATES 
60 YEARS WITH ZCMI 


George T. Bourne, a clerk in 
the retail hardware department 
of Z. C. M. I., Salt Lake City, 
Utah, completed sixty years of 
service with the department store 
in July. Mr. Bourne was born in 
Salt Lake City in 1857, ten years 
after the settlement of the city 
and State, and entered the ser- 
vice of the pioneer firm as cash 
boy in 1869, being then twelve 
years of age. He has been there 
ever since. Hardware was one of 
the first things carried by the 
famous Salt Lake City store, 
which was established by Brig- 
ham Young to stabilize merchan- 
dising before the coming of the 
railroad to the Far West. For 
many years it was a regular co- 
operative organization but is now 
a stock company. 

Mr. Bourne was a guest of 
honor at a recent dinner held tv 
celebrate his long connection 
with the firm. It was attended 
by a number of its principal offi- 
cials, including General Manager 
William L. Walker. During the 
evening he was presented with a 
gold watch and chain. 





G. D. HACK PASSES 


George D. Hack, 41, junior 
member of the firm of W. C. 
Hack & Sons, hardware dealers 
of Shamokin, Pa., died July 2, 
following an illness caused by 
pleural-pneumonia and complica- 
tions. He became associated 
with the firm of Hack-Sanner 
Hardware Co. in 1906. In 1912 
the present firm was founded, 
comprising W. C. Hack and his 
sons, George and Alan. He was 
active in the founding of the 
Shamokin Chamber of Com- 
merce, as well as various frater- 
nal and civic organizations. 


| Montgomery Ward- 


| Sears, Roebuck Merger 


Now Believed Likely 


As this issue goes to press, the 
often discussed merger between 
Montgomery, Ward & Co.; Inc., 
and Sears, Roebuck & Co., the 
two largest mail order houses in 
the world, seems to have actual 
possibilities. In the past it has 
been reported that such a merger 
would be impractical because of 
the duplication of warehouses and 
large retail stores in the same or 
nearby cities. For example, one 
house has a major branch at 
Dallas and the other at Fort 
Worth, Tex., and the same is 
true of Minneapolis and St. Paul, 
Minn. 








BERVIG IS SECRETARY 
MICHIGAN ASSOCIATION 


At the close of the recent N. R. 
H. A. Congress at Cleveland, 
Ohio, it was announced that Har- 
old Bervig had been selected as 
secretary of the Michigan Retail 





HAROLD BERVIG 


Hardware Association, succeed- 
ing the late Arthur J. Scott, 
whose death occurred this spring. 
Mr. Bervig has for several years 
been a member of the National 
Retail Hardware Association staff 
at Indianapolis, Ind., and has in 
that time attended and _ partici- 
pated in practically every State 
convention. He specialized in 
store arrangement and accounting 
methods and enjoys an enviable 
record in both activities. Be- 
tween the death of Mr. Scott and 
the appointment of Mr. Bervig, 
L. F. Wolf, Mount Clemens, 
Mich., has been acting secretary 
of the organization. 
Headquarters of the Michigan 
association have been at Marine 
City, Mich. It has not been an- 
nounced whether or not these 
offices will be maintained. 








The New York World-Tele- 
gram states it has learned au- 
thoritatively from banking inter- 
ests that representatives of the 
two companies are conferring on 
final terms for the merger. This 
source also states that one phase 
of the merger being considered, 
it is said, is whether there may 
be interference by the govern- 
ment. However, because of the 
decision not to contest the 
merger between the Standard 
Oil Co. of New York and the 
Vacuum Oil Co., it is believed 
the government will not make 
any move to block the mail order 
house merger. 


SULLIVAN BRUSH CO. 
APPOINTS AGENTS 


The Sullivan Brush Co., Terre 
Haute, Ind., makers of brushes 
and mops, has appointed several 
representatives. Faucette-Huston 
Co., Chattanooga, Tenn., repre- 
sents the Sullivan company in the 
South. The Faucette-Huston or- 
ganization recently held its an- 
nual sales meeting, which was 
attended by members of manu- 
facturers’ staffs. Walter Kren- 
zien is agent for the Sullivan 
company in Iowa, Nebraska, Kan- 
sas and South Dakota, while D. 
G. Baldwin Co., 41 Murray 
Street, New York City, handles 
the line in New York City, New 
Jersey, Delaware, Maryland and 
Philadelphia, Pa. C. E. Shaw 
Co., 602 West Randolph Street, 
Chicago, Ill., represents the com- 
pany in that section. H. W. 
Pritchard, 198 Chemung Street, 
Corning, N. Y., handles New York 
outside of the metropolitan dis- 
trict. 


NATIONAL GIFT SHOWS 
IN PHILADELPHIA AND 
NEW YORK, NEXT MONTH 


The National Gift and Art As- 
sociation, 644 Drexel Building, 
Philadelphia, Pa., has announced 
dates for the New York and 
Philadelphia National fall shows. 
At the Hotel Pennsylvania, New 
York City, Aug. 24-28, the New 
York show will be held. The Phil- 


adelphia show of the same asso- 


ciation will be held at the Hotel 
Adelphia, Philadelphia, Pa., 
from Aug. 31 to Sept. 5. The 


association states that the Phila- 
delphia show is the largest gift 
show in the East, as well as the 
oldest and longest established gift 
show in America. 
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KLEIN TALKS ON INDUS- 
TRY DECENTRALIZATION 


Dr. Julius Klein, Assistant 
Secretary of Commerce, spoke on 
the decentralization of industry, 
over the Columbia Broadcasting 
System, from Washington, D. C., 
June 28. He stated that roads 
and transient tourist trade have 
played a notable part in the “de- 
centralization of industry.” Dr. 
Klein held that the industrial 
future of the country lies in the 
location of factories in the small 
towns and cities because of low- 
er taxes, rental, land costs and 
living costs. In his address he 
pointed out that although the 
average American small town 
has been “practically standing 
still during the past ten years,” 
there have been notable excep- 
tions as shown by the census 
returns. 

Doctor Klein showed how 
some towns had not grown as 
fast as they might have done be- 
cause they had not paid enough 
attention to the profits available 
from recreation expansion. He 
said that the radio and the air- 
plane have been helping many 
communities to increase busi- 
ness of the recreation type as 
well as industrial activities. In 
summing up the facts of that talk 
and one previously made he said 
that there are unfavorable fac- 
tors whose powers cannot be 
minimized, but that there are 
also strong factors working for 
the future upbuilding of small 
towns and their activities. 





SHANNON, DIST. SALES 
MANAGER FOR AMERICAN 
SHEET & TIN PLATE CO. 


Randolph W. Shannon has been 
appointed manager of sales in 
the Philadelphia, Pa., district for 
the American Sheet & Tin Plate 
Co., Pittsburgh, Pa., succeeding 
Thomas W. Simpers, who retired 
June 30, following a long and 
successful career in the steel in- 
dustry. Mr. Simpers’ first em- 
ployment was in 1882 with the 
McCullough Iron Co., one of the 
first producers of galvanized 
sheets in the country. In 1888 
he went with the Standard Iron 
Co., Bridgeport, Ohio, which 
later became the Aetna Standard 
Iron & Steel Co. Mr. Simpers 
has represented the American 
Sheet & Tin Plate Co. in Phila- 
delphia since 1900, and now re- 
tires under the pension plan. 

Mr. Shannon entered the army 
during the World War, having 
left the junior class of Princeton 
to enlist. He took the students’ 
training course of the sheet and 
tin plate company, following the 
war, and since 1921 has been 
connected with the company’s | 





sales offices in Detroit and New 


de 


York City. He is author of 
“Sheet Steel and Tin Plate,” a 
book intended to assist the lay- 
man in the economical utiliza- 
tion of sheet steel and tin plate. 





POLYMET MFG. APPOINTS 
W. M. COOKE, J. H. SHAW 


Polymet Mfg. Corp., New York 
City, announces the appointment 
of William M. Cooke as district 
sales manager for the State of 
California. Mr. Cooke will be 
assisted by John H. Shaw. 





Polymet Mfg. Co., through sts 
representatives, is prepared to co- 
operate with manufacturers re- 
quiring electrolytic, paper or 
mica condensers, resistors, trans- 
formers, chokes, coil windings, 
magnet actions, enameled wire 
and other Polymet products. 

Office addresses of Polymet’s 
California representatives are 
as follows: W. M. Cooke, 3440 
South Hill Street, Los Angeles, 
Cal., and John H. Shaw, 1270 
Mission Street, San Francisco, 


Cal. 





COOPERATIVE GROCERY 


CHAIN STUDY SHOULD 


INTEREST HARDWARE MEN 


(From Our Washington Bureau) 
Hardware interests will find 
value in the report on coopera- 
tive grocery chain stores just 
sent to the Senate by the Fed- 
eral Trade Commission. Though 
in another line of business, the 
principles of operation through 
cooperative chains as presented 
in the report obviously are ap- 
plicable up to a certain point 
to hardware and other lines. It 
is possible to draw suggestions 
from the report which will be 
helpful to hardware retailers 
who are contemplating organiza- 
tion of cooperative chains. And 
it is possible to draw compari- 
sons for cooperative hardware 
chains now in operation. Fur- 
ther, single independent hard- 
ware stores may be compared 
with the cooperative chains. 

The report is the first of the 
investigation by the Commission 
under the resolution of Senator 
Brookhart of Iowa regarding 
chain store methods of marketing 
and distribution. Future re- 
ports will cover centrally owned 
chains. 

Transmittal of the report on 
cooperatives prior to that on 
centrally owned chains was 
prompted primarily by “the em- 
phasis which has _ frequently 
been placed upon the idea that 
the cooperative chain may be 
the salvation of the independent 
retailer,” as well as on the fact 
that the relatively small amount 
of data on cooperative chains 
made possible completion of the 
analysis before that of centrally 
owned chains. 

Full details are given regard- 
ing business organization, man- 
agement, and operation of more 
than 300 comparative grocery 
chains having a total member- 
ship of 43,141 independent gro- 
cery stores as of January, 1930. 
The volume of business done in 
1929 by these chains is estimated 
at between $600,000,000 and 
$700,000,000. The reports re- 
ceived indicate that not more 
than three-fourths of this vol- 
ume, and probably only about 





two-thirds, is represented by 
business with retail members, 
the balance being done with non- 
member retailers. 

A cooperative chain is defined 
as an association of independent 
retailers acting cooperatively 
either by themselves or with a 
wholesaler to obtain advantages 
in buying, advertising and other 
merchandising activities. Those 
retailers who cooperate to per- 
form for their own benefit the 
functions of a wholesaler, but 
are not connected with a particu- 
lar wholesaler, are classed as 
“retailer cooperative chains,” 
while retailers who affiliate with 
a wholesaler in these merchandis- 
ing activities are “wholesaler-re- 
tailer cooperatives.” 

The report says that retailer 
cooperatives, on the average, suc- 
ceeded in getting goods to their 
members and other retailers on 
a gross margin (5.5 per cent in 
both 1928 and 1929), which is 
about one-half that of the aver- 
age of wholesaler-retailer coop- 
eratives (11 per cent in 1928 and 
11.5 per cent in 1929). 

The average wholesaler - re- 
tailer, in attempting to meet 
chain store competition, has em- 
phasized regular retail use of 
low - priced leaders, backed by 
extensive newspaper and other 
advertising and such features as 
store appearance, arrangement, 
display, management and super- 
vision. To date the wholesaler- 
retailer has done little to get 
goods either to members or other 
retailers at a low price, or to re- 
duce the spread between manu- 
facturer and retailer. 

The report states that the 
wholesaler-retailer cooperative is 
too recent a development to per- 
mit a definite conclusion as to 
which of the two plans of mer- 
chandising is more effective in 
meeting competition, and that 
from the standpoint of the suc- 
cess of the cooperative chain it 
appears that each type might 
profit from the example of the 
other. 








McCORMICK REAPER 100 
YEARS OLD THIS MONTH 


Cyrus Hall McCormick made 
the first successful McCormick 
reaper in July, 1831, six weeks 
after the last failure of his 
father’s machine in May of that 
year. His father, Robert McCor- 
mick, had made several attempts 
to solve the problem of building 
a horse drawn grain reaper. To- 
day, after many improvements in 
the original reaper, seven prin- 
ciples considered necessary at 
that time are still utilized in im- 
proved form. The principles in- 
clude: straight cutting knife 
with reciprocal motion, fingers or 
guards extending in front of the 
knife, the reel, the platform, the 
main wheel, the divider and for- 
ward draft from one side. 

Cyrus Hall McCormick did not 
actually offer the machine over a 
wide market until 1840. Because 
of his desire to perfect the ma- 
chine before offering it for sale 
he did not apply for a patent un- 
til 1834. At a very early time 
he started advertising in farm 
papers and some general news- 
papers. In addition, he sent 
illustrations of the machine to 
farmers not in localities where 
they could see the machine. Ed- 
itors were in many instances 
made’ his sales representatives. 
As competition became more keen 
Mr. McCormick began attacking 
his rivals and challenging them 
to various tests. 

Until 1843 the reapers were 
made in the McCormick farm 
shops. , His plants were estab- 
lished in large cities from time 
to time. In 1847 he moved to 
Chicago to establish a plant that 
was then considered a marvel 
with its steam engine operated 
saws, lathes, planing machines 
and grinding stones and its six 
forges. Cyrus’ younger brothers, 
William S. and Leander J. Mc- 
Cormick, later joined him. The 
great Chicago fire destroyed the 
plant in 1871, but the company 
acquired a new site and built a 
larger and better plant in the 
same place. In the first fifty 
years of the making of the ma- 
chine it progressed slowly by ad- 
dition of the self-rake reaper, 
Marsh harvester, the wire binder 
and the wood-frame twine binder. 
Cyrus himself saw the reaper re- 
placing four five cradlers in the 
harvest field with his machine, 
which enabled one man to cut 
and bind twenty or more acres 
a day. 

International Harvester Co. of 
America, Chicago, IIl., makes the 
McCormick reaper today, effect- 
ing improvements from time to 
time. 


HARDWARE AGE 

















Genenat Marker News 


New York, July 15.—Realiz- 
ing that wholesale prices on hard- 
ware and allied lines are down 
from 12 to 15 per cent, distribu- 
tors in the majority of importing 
trading centers find current vol- 
ume fairly close to that of the 
same period in 1930. A consis- 
tent though not heavy demand 
has continued for hot weather 
merchandise and average orders 
being placed by retailers are 
calling for a greater variety of 
lines. This suggests some effort 
to improve retail stocks, which 
since the first of the year have 
been maintained at unusually low 
levels, HARDWARE AGE will say 
tomorrow in its weekly hardware 
market summary. Although 
there are not any glaring short- 
ages in major lines it is gener- 
ally believed that manufacturers 
are without surplus stocks and 
wholesalers and retailers have 
both been very conservative. 
Therefore any stimulation of 
consumer interest should be 
quickly reflected in trade circles. 

Collections reports show slight 
improvement, due very largely 
to the greater caution being exer- 
cised in extending credits to deal- 
ers. Failures at the present time 
are negligible, but at the same 
time there are few new hardware 
stores being started throughout 
the country. 

The crop outlook as seen in 
different parts of the country, 
varies greatly, but in many cases 
it is too early to make definite 
conclusions on this point. 
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OF THE WEEK 


There is considerable trade 
speculation on the possibilities of 
further price changes and plenty 
of divided opinion. It is fairly 
well agreed, however, that many 
basic staple lines are now sold 
too close to the cost of raw ma- 
terial to warrant any change 
other than an upward trend. The 
chances for any important de- 
clines seems very remote. 

Early interest in futures for 
fall and winter deliveries con- 
tinues subnormal on a national 
basis. Here and there whole- 
salers report activity, but that it 
is not general. 

In common with all business 
groups hardware executives are 
keenly interested in the develop- 
ments of international finances as 
the result of the Hoover debt 
holidays. As yet it is too early 
to find any tangible results, but, 
of course, the general morale of 
business men has been improved 
by this measure. 


Linseed Oil Prices Firm 
Conservative Demand 
Reported 


With the flax markets stronger than 
they have been for many months, the 
price on linseed oil continues very firm. 
Domestic and Argentine crop reports 
are generally unfavorable, which is an 
important factor in keeping the firm 
tone to oil quotations. At that trad- 
ing is still conservative for future re- 
quirements. Card prices issued July 6 
quoted pure linseed oil in lots of less 
than 5 barrels at 9.8 cents per pound, 
in lots of 5 barrels or more 9.4 cents 
per pound, and Calcutta linseed oil 
in barrels 20 cents per pound, with 
the customary extras. 


Recent Tire Reductions 
on Competitive Grades 


Following close on the 5 per cent 
reduction on its second line of tires by 
Sears, Roebuck & Co. came announce- 
ments from Akron, Ohio, that the third 
lines made by Goodyear, Goodrich and 
General were being similarly reduced. 
This action is not considered of major 
dimportance in the tire industry, as only 
a limited number of producers make 
a third line and then only in rather 
small quantities for dealers requiring 
a very cheap tire. 





WHAT ABOUT MARGINS? 


HE very decided trend toward lower prices automatically 
presents a problem of lower margins to wholesalers and 
retailers. A 20% gross profit on a $5.00 sale equals $1.00. The 


same percentage of a $4.00 sale is 80c. 


The physical han- 


dling is exactly the same and the operating expenses of both 
the jobber and the dealer are paid in money—not in percent- 
ages. How are distributors going to make up the difference? 
Are manufacturers going to make scientific studies of the dis- 
tributing costs of their products and base their margins ac- 
cordingly, or will they continue to use the rule-of-thumb per- 


centage method? 


—jfrom the letter of a 


prominent Western hardware man. 


47 

















Basic Business Indicators for Week Ended July 4 








As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 








Weekly Average 1923-1925, Inclusive=100 


Continued upward trends are reported for: money in circulation, stock prices, bond prices, petroleum produc- 
tion. Downward trends are shown for: number of business failures, bank debits, loans ond discounts, broker’s 
loans, cotton receipts, wheat receipts, Detroit factory employment, steel ingot production. Unchanged con- 
ditions will be noted for: freight car loadings, bituminous coal production, building contracts, lumber produc- 
tion, wholesale price index, iron and steel composite price, time money rates, call money rates ‘and copper 
price electrolytic. 















LOANS AND DISCOUNTS F R.MEMBER BANKS BOND PRICES MONEY IN CIRCULATION (oairy averact) 
I 







BITUMINOUS COAL PRODUCTION 
Pp T 


BUILDING CONTRACTS (pany averace) 


FISHER'S WHOLESALE PRICE INDEX® 


BUSINESS FAILURES (numer ) BANK DEBITS OUTSIDE NEW YORK CITY BROKERS’ LOANS NEW YORK CITY 
3 











LEGEND 
o0 0 0000 1930 
1931 











PETROLEUM PRODUCTION (paicy averace) 
Tv 


APR 









FREIGHT CAR LOADINGS 


MAY 









STEEL INGOT PRODUCTION LUMBER PRODUCTION * 








WHEAT RECEIPTS 





COTTON RECEIPTS DETROIT FACTORY EMPLOYMENT 


| 






iRON AND STEEL COMPOSITE PRICE 





COPPER PRICE ELECTROLYTIC 











TIME MONEY RATES CALL MONEY RATES “ STOCK PRICES 
ASSHRERERE 
1 i 

ie 


WUCU SUUU STUD CLUE CUTE CUCUCULULEEEDEEEULTT YU OTEDETE 
































mS 


T 


| 


10 





Sle RORe 








120 


48 


JAN 'FEB IMAR IAPR IMA JUL! AUG ISEPT OCT INOVIDEC JUN! JUL) AUG 


: RELATION TO WEEKLY AVERAGES 1928-1930 PER WEEK SHOWN. @RELATIVE TO 1926-100 


















HARDWARE AGE 











PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 


PittsspurcH, July 14. 

HILE hot weather thus’ far 

in the month has stimulated 

retail hardware trade in this 
district considerably, the total volum# 
of jobber business has not been in- 
creased very much. Jobbers are bene- 
fiting principally by fill-in orders which 
are invariably for very small lots and 
indicate the low stocks of dealers. 
Most retailers have been able to re- 
duce their stocks considerably in the 
last month or two, and it is hoped by 
jobbers that this will improve collec- 
tions. Insecticides are very active and 
cherry seeders are still moving, al- 
though peak demand has apparently 
passed. Manufacturers are now able 
to make prompt deliveries, but they 
are still behind with shipments of ten- 
nis balls as well as electric fans in 
smaller sizes. Jobbers’ stocks of large 
size fans are ample. Screen wire cloth 
continues to move well, and harvesting 
tools are growing more active. There 
is some demand for lawn mowers, but 
the season to date has fallen consid- 
erably behind last year. 

Price changes during the week have 
not been of major importance. As re- 
ported last week, jobbers generally 
have issued lower prices on bolts, with 
roll thread now offered at 70 per cent 
off list, and 70 and 10 per cent in full 
cases. Cut thread bolts are quoted at 
66 2/3 per cent off list, and 70 per 
cent off in full cases. Makers of cop- 
per ware are contemplating higher 
prices, but the change is doubtful be- 
cause of the uncertainty in the copper 
market. 


INDUSTRIAL STATUS 
UNCHANGED 


Industrial conditions in the Pitts- 
burgh district have not changed much, 
although some curtailment in mill op- 
erations is still evident in the steel 
industry. While sentiment is consider- 
ably better, orders have not improved 
and ingot production is at the lowest 
rate since 1921. Blast furnace activity 
is also very light, with only 17 out-of 
66 stacks now operating in the Pitts- 
burgh district. At the same time last 
year 37 furnaces were in blast. Tin- 
plate production is well maintained, 
and output of sheets and strip steel 
has been a little heavier in the last 
week or two than it was in June. This 
was occasioned by an advance in prices 
which seems likely to be held by pro- 
ducers. 
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Fair Current Trade Mostly 
Fill in Orders 


The effects of the protracted coal 
strike in eastern Pennsylvania and 
West Virginia are less noticeable than 
they were a fortnight ago, although 
little has been accomplished in the 
way of settlement. Demand for coal is 
so light that production will have to 
be curtailed considerably more than 
it has been thus far if the strike is to 
influence the market seriously. Con- 
ditions in the mining communities are 
very bad, but it now seems likely that 


only long drawn out Federal or State 
investigations will bring any relief. 


UNEMPLOYMENT DISCOUR- 
AGING 


Recent unemployment figures in 
western Pennsylvania are still rather 
discouraging, but industrial activity is 
expected to reach its low point this 
month, and some gains may be in pros- 
pect thereafter. Both aggregate pay- 
rolls and the total of men employed 
have declined steadily since April. 





CHICAGO 


(Chicago Office of HARDWARE AGE) 
Cuicaco, July 14. 

ERCHANTS may reasonably 

expect a much improved flow 

of cash into and from farm- 
ing districts this fall. While crop 
prices will be low, the yield will be 
very large, and at a record low cost of 
production. In sheer bulk, the move- 
ment of crops will benefit railroads 
and merchants alike, while continued 
low food prices for the consuming 
buyer will release a larger portion, 
even of city budgets, for other pur- 
chases. Thoughtful dealers are com- 
mencing to build up depleted stocks, 
and will not postpone a reasonably 
early buying of cold weather mer- 
chandise, home and kitchen equipment, 
and fall sports supplies. In general, 
present prices may be safely accepted 
as at or near the minimum available 
for early autumn requirements. 


MAIL ORDER PRICES 


Prices in the new fall mail order 
catalogs, soon to be mailed, are ex- 
pected to be about 314 to 5 per cent 
lower than in the January, 1931, issues, 
and 12% to 15 per cent lower than in 
the fall catalogs of 1930. Officials of 
the leading mail order houses are re- 
ported, however, as believing that bot- 
tom prices will have been reached in 
these forthcoming mid-year editions. 


FARM AND GARDEN 


No other farm crop except grains is 
so universally distributed among indi- 
vidual farmers as poultry. The flocks 
form a steady source of cash income 
with which the small farmer buys gro- 
ceries and clothes for his family; others 
find it their main source of revenue. 
This wide spread of small interests no 


Fall Crop Results 
Look Encouraging 





doubt accounts for the past disorgani- 
zation of effort both for production and 
marketing in the poultry industry. 
Forward strides are being made in the 
corn belt where most of the nation’s 
poultry is raised, close to plenty of 
cheap feed. State colleges and field 
men for the large huyers have in the 
past few years fostered better meth- 
ods of both production and merchan- 
dising. In Wisconsin, for example, 
poultry flocks have increased about 50 
per cent from 1917 to 1931, while dairy 
herds have increased 22 per cent. 
Through the same period, chicks and 
eggs have steadily bettered in quality. 

Comfortable poultry houses and 
brooder sheds—windowed with ultra- 
violet glass substitutes, and the adop- 
tion of modern appliances for feeding, 
watering and sanitation, are improve- 
ments in which the hardware trade has 
a large interest, and takes a large share 
in supplying. 


PRICE CHANGES 


Continued higher prices on tin and 
lead have marked up the prices 
strongly on solders and babbitt metals, 
also on minor supplies like lead roofing 
washers. The popular acid core sol- 
ders have not yet been advanced by 
the manufacturers, but may be affected 
if the strong metal markets continue. 
Copper boilers and kitchenware have 
been advanced’ by the leading facto- 
ries as of July 1, and the firmer cop- 
per prices have already affected sheets, 
rivets, nails and tacks as well as bring- 
ing rumors of change on_ electrical 
wires. Incidentally, BX tubing is ex- 
pected to advance. 

Makers of stovepipe and elbows have 
held unchanged for fall business the 
reduced prices announced early this 
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year, and seem determined that pres- 
ent prices shall be the bottom for the 
season. 

The recent factory advance of 2 
cents per pound on sash cord has been 
maintained, although not yet put out 
by all jobbing sellers. Nails and wire 
have kept up a fair rate of activity, 
and while prices have not recovered, 
they have remained steady over a pe- 
riod of several months. Due to the low 
prices on linseed oil and white lead, 
paints are at the lowest price level for 
many years. With the lead market 
showing strength, wholesalers feel that 
the purchase of paints at present prices 
can be recommended. 


SALES ACTIVITY 


Beverage supplies, including bottle 


ATLANTA 


(Atlanta office of HARDWARE AGE) 


July 14. 


‘A WHE hardware demand in the 
Atlanta territory at this time 
shows relatively no change from 

the preceding two weeks. Hot weather 

continues to stimulate movement on 
seasonal merchandise. However, sales 
volume is still somewhat low due to 
the general drouth over this section. 
Many sections are urgently in need of 
rain and these drouth-stricken areas 
face a crop failure unless moisture 
comes speedily. The northern section 
of the territory has reported recent 
rains, which have relieved the situation 
considerably, but other sections are in 
critical condition and are on the verge 
of crop failure. Cotton, corn and pea- 
nuts provide the biggest money hazard. 

Jobbers report a fair maintenance 
of sales volume as compared with cor- 
responding period of last year and un- 
der present conditions is considered a 
remarkably good showing. 

Vacation supplies continue to show 
fair movement, as well as automobile 
tires and accessories. Other summer 
merchandise has shown brisk demand 
but is reported to be ‘slowing up dur- 
ing the past few weeks. Jobbers re- 
port water coolers, bale ties, syrup 
cans, oil stoves, ovens, water hose, fit- 
tings, and refrigerators as heading the 
list of items most actively in demand 
at this time. 

Dealers’ stocks are in fair shape 
and are being replenished in small 
quantities of seasonal items only. Job- 
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cappers, caps, etc., are showing their 
best sales of the year, as always true 
during heated spells. A new dollar 
(retail) handsaw of improved appear- 
ance and reliable quality is reported a 
current fast seller. The new model 
radios recently announced to the trade 
are meeting with popular approval and 
have stimulated radio sales consider- 
ably. The June heat wave through the 
Middle West has boosted the demand 
for icecream freezers. The price of 
cream is exceptionally low and this 
has no doubt helped freezer sales. The 
porch swing and glider demand this 
year has been better than last. Gliders 
especially have sold more largely than 
ever before. Many manufacturers are 
behind in deliveries. 





bers’ stocks are reported fairly com- 
plete and well assorted. 


FUTURE ORDERS 


Future bookings are rather slow at 
present and it is believed dealers are 
withholding specifications waiting for 
rains to insure a crop. 

Prices have shown few changes re- 
cently. However, carriage and machine 
bolts were revised downward about 20 
per cent a few days ago, together with 
a few unimportant items of iron and 
steel. Prices in general are rather 
stable. 

The general credit and ¢ollection sit- 
uation is about fair and, while jobbers 
indicate that collections are far from 
being satisfactory, they are as well as 
could be expected under present con- 
ditions. 

A continued upward trend of busi- 
ness in Atlanta was predicted recently 
by the Atlanta Postmaster in making 
public the postal receipts for June and 
for the fiscal year which ended on 
June 30. The postal receipts for the 
fiscal year is considered one of the 
most accurate of business barometers 
and indicated a decrease of less than 
one and a half per cent for the year, 
which is far above what most large 
post offices in the country showed 
at the end of the year. This is encour- 
aging and goes to show that local busi- 
ness conditions were not so seriously 
affected. Most of the drop is reported 
as being noticed during the past four 
months. 





The situation on electric fans con- 
tinues to look “cramped” for the bal- 
ance of the season. Several manufac- 
turers are not taking new orders and 
others who are still making fans are 
hopelessly behind on shipments. 

A good Indiana retailer reports large 


selling of gasoline-engine powered 
washing machines, especially to farm 
homes. A recent two days’ record was 
the sale of six of these washers, and 
further prospects seem most numerous. 


1932 LAWN MOWER PRICES 


Prices have just been announced for 
next season.” These show a reduction 
of from 10 per cent on the better 
grades to 15 per cent on the cheaper 
lines. The new prices are the lowest 
in years. 


Vacation Supplies Fairly Active; 
Crop Outlook Unfavorable 


EMPLOYMENT UNCHANGED 


The Atlanta Better Business Com- 
mission in its recent report on their 
study of the unemployment situation, 
states that there is nothing in a study 
of general conditions anywhere that 
promises any permanent or substantial 
reduction in the ranks of the unem- 
ployed. The committee feels that the 
unemployment situation will be just as 
acute next winter as it has been in the 
past. 


CROP OUTLOOK POOR 


Crop conditions, of course, are very 
unfavorable, due to continued drouth 
throughout this section. Crops in gen- 
eral are in splendid state of cultiva- 
tion and free from grass, although cot- 
ton is small and in most sections from 
two to three weeks late. However, the 
results of this curtailment cannot be 
determined at this time. 

It is reported that there are only 50 
or less carloads of Georgia peaches be- 
ing shipped daily at this time, when 
the peak of the movement is generally 
being reached, this delay being brought 
about by the drouth. The size of the 
fruit is extremely small, however 
prices are being fairly well maintained. 

Watermelon shipments are now in 
full swing and up until this time have 
brought fairly good prices. The early 
canteloupe crop is practically fin- 
ished and, while the crop brought fairly 
good prices, the yield was about one- 
third of what was expected. 
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MEMPHI 


(Memphis office of HARDWARE AGE) 
Mempuis, July 14. 


T is a long time since this section 
| has had better crop prospects than 
at the present time. Cotton is a 
little bit late, probably ten days be- 
hind, but there have been good seasons 
all over the belt, the crops are all 
clean and in fine growing condition, 
and the extreme hot weather of the 
past several days, although a little 
hard on human beings and livestock, is 
just about the best thing that could 
happen for the cotton. It is also a dead- 
ener for boll weevil and other insects 
that injure cotton. In fact, very little 
of these have shown so far this year. 
There is another feature in cotton 
that is helping trade to some extent 
right now. The price has advanced 
something like $10 or $12 per bale 
during the past two weeks and it is 
making trade better on any items that 
are made of cotton. An advancing price 
in the cotton market always has a stim- 
ulating effect on buyers in the cotton 
belt, and right now they are buying 
pick sacks faster than they have this 
season. 

Western Tennessee has about the 
finest prospect for a corn crop that 
they have had for a good many years. 
Conditions on the farm are really very, 
very good and it is certainly only a 
matter of a short time until these are 
going to be reflected in the sale of 
merchandise. 


NEW YORK 


New York, July 14. 


NSETTLED weather with some 
| | rain almost every day of the 

past ten has retarded local 
consumer interest and has been par- 
tially reflected in the demand for mer- 
chandise from retailers. At that, the 
first half of the month shows that while 
individual orders received by whole- 
salers are not any more numerous— 
they do call for wider assortments and 
in the average run a little higher per 
order. An interesting point is brought 
out in the study of current demands 
by the trade—that is the fact that or- 
ders call for strictly staple goods in 
quantities equal to the call for lines 
particularly seasonable at this time. 
Due undoubtedly to the low level of 
the average retail stock in this district, 
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SALES CONDITIONS UN- 
CHANGED 


Since the last report sales have 
slumped off a little and we can very 
clearly see the effects of the hot 
weather. However, sales are just about 
as we had expected them and are there- 
fore quite satisfactory. 

Bookings for future seem to have 
taken on a little life and there are 
more orders coming through for axes, 
pick sacks, hay ties, hay presses and 
other goods of that nature, indicating 
that shipments along about August on 
this class of goods are going to be 
good. 

We are anticipating that the sum- 
mer dullness will continue at least 
throughout the month of July. Vaca- 
tions are the order of the day now and 
even the little business is enough to 
keep those who are on the job busy. 


PRICES SHOW LITTLE 
CHANGE 


Most of the changes that have oc- 
curred during the past two weeks have 
been adjustments, rather than line 
changes. However, there have been 
changes in all kinds of bolts, wood 


screws and in pipe fittings. These show 


an average of a small decline; aside 
from these, all price changes are sim- 
ply adjustments and amount to practi- 
cally nothing. 

The extreme heat has created a very 
quick demand for electric fans and the 





this fill in type of demand might well 
be expected. 


CURRENT BUSINESS 


Current business generally is not quite 
equal to volume for the same period 
of last year. A very limited number 
of reports from local wholesale dis- 
tributers show some increase, but this 
must not be considered typical or as 
a true barometer. Wholesale credits 
are about the same, which may be 
called fairly satisfactory, but of course 
this is directly traceable to the rather 
general precaution in the extension of 
credit. Investigation suggests that there 
is an increasing tendency on the part 
of retailers to concentrate in their buy- 
ing, a practice which if continued 
would undoubtedly bring permanent 


Cotton Prospects Look Good; 
Heat Has Helped Sales 


movement has been brisk. In fact, 
stocks are almost depleted, both job- 
bers’ warehouse stocks and manufac- 
turers’ warehouse stocks. This market, 
so far, has furnished practically all the 
fans on all the orders it has received, 
but stocks are getting mighty thin and 
harder every day to replace from the 
manufacturer. 

Sprinkling hose has also been mov- 
ing very fast and in good volume. An- 
other item that has shown quite ac- 
tively is lawn mowers. There have been 
more lawn mowers shipped by jobbers 
this season than in two seasons prior. 
It is not often that this section has a 
season that will stimulate sales of both 
lawn mowers and sprinkling hose, but 
it had that kind of a season this year. 
There has been plenty of rain to give 
good grass growth and plenty of sun- 
shine to create at least a desire to 
sprinkle. 


CONSTRUCTION WORK 
PROGRESSES 

Road construction work especially is 
making fine headway at this time. A 
number of large contracts are being 
executed and the work is in course of 
construction. There will be great im- 
provement in road conditions when 
these contracts are completed. There 
is also a lot of levee work in process 
right now. All of this is helping con- 
siderably the employment situation, 
which seems to have improved quite a 


bit. 


Orders Call for Wider 


Assortments and ,Average Higher 


benefits to all factors interested in the 
local market. 


VACATION TRADE 


Dealers featuring automatic refrig- 
eration, beach toys, bathing suits, golf 
and tennis goods and luggage report 
a fairly active demand for this class of 
merchandise. Stores along the water- 
fronts depending largely on their sum- 
mer volume report a definite increase 
in the building of summer homes, par- 
ticularly in Long Island towns. Early 
interest in’ boating and fishing has not 
brought in much business but may 
develop during the month. Most of 
the paint, calking and other repair 
and fixing equipment was of course 
sold in May and June. 

Interest in placing future orders for 
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fall goods is very light although there 
does not seem to be any reason to be- 
lieve that fall goods generally may be 
subjected to drastic price changes. 
The available opinion on price changes 
varies considerably. A majority of fac- 
tors vote a split ticket. They say many 
staple lines have been through suffi- 
cient competitive pricing and should be 
advanced sharply as current prices are 
too close to costs to offer sufficient 
margin in the face of obvious decreased 
volume. The same group also feels that 
many so-called quality lines in the 
luxury and semi-luxury class must be 
reduced in order to stimulate buying. 


CINCINNATI 


(Cincinnati office of HARDWARD AGE) 
Cincinnati, July 14. 


Te previously noted apathy of 
district consumers of merchan- 
dise has become intensified by the 
usual summer relaxation of buyer in- 
terest. Slowness of demand for vir- 
tually all types of merchandise is very 
marked throughout this district. The 
Hoover plan of postponement of debt 
payments has tended to arouse opti- 
mistic feeling, but except for a short 
flurry on the local stock market, no 
change in conditions has been noted. 

Hardware is no exception to the gen- 
eral rule. District jobbers continue to 
experience a much reduced volume of 
business. Even the usual seasonal 
types of goods are slower in demand 
than formerly and jobbers report that 
the sales in these items are not satis- 
factory. Staple goods, while still ac- 
counting for a share of current busi- 
ness, are not as active as might be de- 
sired. 


JOBBERS’ STOCKS 
COMPLETE 


Jobbers, however, are maintaining 
good stocks in all items and are ready 
to supply virtually any need of the 
retailer. In fact, the jobbers’ store- 
rooms are in strong contrast to the 
lesser stocked shelves of the retailers. 
The present business, while small, is 
generally urgent and jobbers are care- 
fully keeping themselves in readiness to 
supply the sudden requirements of re- 
tailers. 

On the other hand, dealers are not 
buying in anticipation of buying trends. 
They are stocking in small quantities 
for what appears to be the needs of 
the public, and are seeking quick turn- 
overs of inventories. 
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In discussing prices and the possibili- 
ties of revisions both up and down 
there is a very noticeable vagueness 
to the average opinion, making it diffi- 
cult to understand with any degree of 
clarity. 

There have been no serious failures 
so far this month and practically no 
new stores of any size have been 
started. 


BUILDING REPORTS 


In Metropolitan New York and vi- 
cinity, residential building contracts 
awarded during May were larger than 
a year ago, due to single-family dwell- 





Retailers in other lines of merchan- 
dise are feeling the same buyer hesi- 
tancy that is noticeable in hardware. 
Store operators appear to be getting a 
fair amount of business in summer 
merchandise, particularly in summer 
apparel, but the business volume is not 
appreciably greater than that of hard- 
ware dealers. 


MONEY MARKET CON. 
SERVATIVE 


The money market is reflecting a 
conservative tone. While banks are 
reported to have goodly supplies of 
money on hand, they are tightening 
the requirements for loans and scrutin- 
izing applications carefully. With a 
few exceptions, building and loan as- 
sociations have developed the same 
wariness, so that while money appears 
to be plentiful, it is difficult to obtain. 

With the exception of a sudden rush 
of sheet steel consumers to cover their 
requirements, the metal trades indus- 
tries are feeling the summer recession. 

Pig iron has declined sharply in the 
last two weeks. Sales last week were 
about 40 per cent less than the pre- 
ceding week, as consumers retarded 
their purchases to keep_pace with 





ings to be erected in housing develop- 
ments. In each of the first five months 
of this year, residential contracts were 
above the 1930 level, and the total 
amount for this period showed an in- 
crease of 42 per cent over a year ago, 
according to reports of F. W. Dodge 
Corp. Other types of building, how- 
ever, were considerably smaller than 
last year both for May and for the 
elapsed five months of the year, and 
consequently the total volume of con- 
tracts awarded in May was 35 per cent 
below a year ago and the aggregate 
for January to May was 23 per cent 
less. 


Demand Is Very Slow; Jobbers 
Keeping Complete Stocks Available 


needs. The trade, however, feels that, 
with most iron users running low on 
materials, an early return of purchases 
for the fall renewal of activity will 
bring an improvement of market con- 
ditions about the latter part of Aug- 
ust. 


INDUSTRIAL CONDITIONS 


A hurried movement of sheet steel 
consumers to cover before July 1, the 
effective date of price increases, 
brought a sharp increase in fresh 
bookings for sheets the latter part of 
June. Demand, which had previously 
been arrested to about 35 per cent of 
normal capacity, leaped suddenly to 
more than 50 per cent. This, how- 
ever, slid back the following week, 
when new orders hovered near the 50 
per cent level. Operations, however, 
were not increased to equal the de- 
mand although here, too, a little up- 
ping was noticeable. 

The machine tool industry is just 
about marking time. Current orders 
dribble in in sufficient quantity to war- 
rant operations at the present low 
rate. Manufacturers, nevertheless, an- 
ticipate a return of demand about the 
middle of August. 





75.8% of 1929 Freight 
Was Carried on Railways 


Reliable estimates indicate that the 
total land-borne and water-borne com- 
mercial freight traffic in the United 
States during 1929 amounted to 650 
billion ton-miles, of which 75.8 per 
cent was carried on the railways, 16.3 
per cent on inland waterways (rivers 


and canals) and the Great Lakes, 4.9 
per cent by pipe lines, and 2.5. per 
cent by motor trucks operating in in- 
terurban service; the remaining frac- 
tion of 1 per cent is assignable to 
interurban electric railways and to air- 
planes. These figures are taken from 
a discussion of competition in the 
transport industry by Dr. Julius H. 
Parmelee, director, Bureau of Railway 
Economies. 
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BOSTON 


(Boston office of HARDWARE AGE) 
Boston, July 14. 


SEASONABLE slowing up in 

the movement of merchandise 

out of wholesale houses is noted, 
and there were days the past week 
when weather conditions were against 
sales, yet trade is quite good never- 
theless, if comparison is made with a 
year ago. As a matter of fact tomor- 
row will mark the passing of the first 
half of July, and it is a foregone con- 
clusion that bookings by wholesale 
houses in some instances will equal and 
in others run ahead of those for the 
corresponding period last year. 

An official of one of the largest local 
wholesale houses, in speaking of the 
situation, says in part: 

“After the rush we experienced dur- 
ing and after the World War, a rush 
that nearly put most of us in hospitals 
so great was the strain under which we 
worked, the comparative quietness of 
today is over-emphasized. When we 
make comparison with conditions exist- 
ing in the hardware trade just before 
the war it is found we are infinitely 
better off to day. But we do not have 
to go back that far to find encourage- 
ment. The average wholesale hardware 
house is doing better than it was a year 


” 


ago. 
PUSHING SPECIALTIES 


In connection with this statement it 
may also be said that a year ago most 
of New England was suffering from 
the lack of moisture. Naturally with 
vegetation struggling to live many 
things carried by the hardware trade 
were not needed by the public. Busi- 
ness all along the line was retarded 
materially by these weather conditions, 
although in certain sections of New 
England trade held up well. 

This year there has been plenty of 
moisture for crops, flowers, shrubs, etc., 
and that fact has helped a lot in mov- 
ing hardware and allied lines. Much 
of the success by wholesale houses in 
lifting sales in 1931 well above those 
in 1930 can be attributed to the push- 
ing of specialties. 

Whenever a manufacturer was found 
that had an article of merit at an at- 
tractive price, that article has been 
pushed to the limit. It might have 
been a particular type of grass shear or 
something else. At the moment whole- 
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sale salesmen are pushing certain types 
of galvanized ash cans and special 
types of galvanized garbage cans. The 
retail trade in general has not been 
slow in taking advantage of such bar- 
gains. 


MORE INTEREST IN FUTURES 


Although forward bookings are not 
as heavy as they were in former years 
at this time, the retail trade in general 
is evincing more interest in futures. 
Wholesalers already have booked 
orders for cotton gloves, window glass, 
stove pipe, kegs and other merchandise 
that will be needed in the fall. 

It is generally recognized in whole- 
sale circles, however, that the char- 
acter of business has been undergoing 
a radical change for some time, and 
that the next year probably will see a 
further readjustment. Apparently the 
day has passed when retailers in gen- 
eral will anticipate their wants in the 
volume they did prior to the World 
War. Consequently the current volume 
of orders booked is quite gratifying. 
Wholesalers realize, as do retailers, 
that stocks of fall goods in retail hands 
are small, and the time will come when 
merchandise must be bought. 


PRICE CHANGES FEW 


Few price changes of importance 
were made the past week. Rolled 
copper, recently reduced in price, was 
advanced 25 per cwt. Shot was ad- 
vanced 5c. a unit, B and larger sizes 
now being $2.05 a keg, Boy Scout 
air rifle, 10c. size, $3.65 a case, and 
the 5c. size, $3.25. The Schrader line 
of valves, caps, gages, etc., has been 
revised in a few instances to a slightly 
lower level. 

Sears Roebuck & Co., on July 9, put 
into effect new prices on automobile 
tires, which are a little more than 5 
per cent lower than heretofore. Com- 
petitive lines of tires handled by the 
hardware trade have not changed in 
price and manufacturers have not in- 
timated they will change. There are 
rumors of other price changes in the 
making, but people who talk about re- 
ductions have nothing definite upon 
which to base such talk. 


PRICE OUTLOOK 


While some uncertainty still exists 
regarding the status of prices, there 
are many in hardware and _ banking 


Trade Is Quite Good; Com- 
pares Well with Last Year 


circles who believe there will be few 
important downward revisions. These 
same interests believe that following 
a brief resting spell, prices will begin 
to advance, and that with advances 
will come a revival of trade. 

This supposition apparently is based 
on the belief that the business struc- 
ture of the country at large has been 
quite thoroughly liquidated; that sup 
plies of raw materials in the hands ot 
manufacturers are abnormally small; 
and that stocks of finished goods 
in the hands of wholesale and 
retail houses also are small. They 
also maintain that despite the 
business depression with its attending 
unemployment, a potential public buy- 
ing power has been built if for no other 
reason than that public buying has 
been extremely cautious and has about 
reached a point where replacement is 
necessary if a standard of living is to 
be maintained. 

These same interests feel that a re- 
vival of business is much nearer than 
generally anticipated; that the begin- 
ning of the recovery will be noticeable 
in the latter part of the current quar- 
ter. 





Electricity Production Down 
for Week Ended July 4 


The production of electricity by the 
electric light and power industry of 
the United States for the week ended 
Saturday, July 4, was 1,575,780,000 
kilowatt hours, according to the Statis- 
tical Research Department of the Na- 
tional Electric Light Association. Be- 
cause of the Independence Day holiday 
on Saturday, this was somewhat less 
than the week before. It is 2.8 per 
cent below the corresponding period 
of last year. Statistical comparisons 
are of little value in this instance, 
however, because in 1930 the holiday 
included both Friday and Saturday. 

The Atlantic Seaboard shows an in- 
crease of 3.8 per cent in electrical out- 
put above last year. The great cen- 
tral industrial region outlined by Buf- 
falo, Pittsburgh, Cincinnati, St. Louis 
and Milwaukee, registers, as a whole, 
a decrease of 1.9 per cent, although 
the Chicago district shows an increase 
of 5.5 per cent. The Pacific Coast 
shows a gain of 0.4 per cent from last 
year. 
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(Minneapolis office of HARDWARE AGE) 
Minneapouis, Minn., July 14. 
MPLE rains over the entire 
A Northwest during the past week 
have practically assured crops 
in almost the entire territory, and this 
has acted as an encouraging factor in 
the business activities in many lines. 
While the rains came too late in many 
localities to help produce an average 
crop, they will improve pastureage, and 
aid in many ways. 

In parts of Montana and the Dakotas 
the movement of stock of all kinds to 
other localities has been heavy, in 
order to provide feed for cattle and 
other stock. One of the outstanding 
movements is that of lambs, from the 
points named, into northern Minnesota, 
where thousands will be grown and 
fattened for the market this year, at 
a profit to the owners, and also to the 
owners of the land on which they are 
pastured. Two thus profit in the move- 
ment, where both would probably op- 
erate at a loss under other conditions. 


TOURIST TRAFFIC GOOD 


The number of automobiles from 
other states seems to be about as great 
as during the past few years, indicat- 
ing that the tourist traffic, and the ac- 
companying tourist trade is at the 
usual high point for this time of the 
year. A survey of any of the main 
highways leading from the Twin Cities 
to the popular lake regions shows that 
the majority of cars en route are tour- 
ists, heading into the resort sections, or 
returning from them. While their 
purchases may not be as heavy as dur- 
ing the more prosperous years, there 
can be no doubt that the visitor from 
other parts of the country is leaving 
a substantial amount with local mer- 
chants, and some of them are planning 
to make this part of the country their 
permanent home. 


FINANCIAL STATUS BETTER 


The local stock and bond market 
has shown a strengthening tendency 
for the past two weeks. Quotations 
on local bank stocks are on the up- 
grade, having advanced from the low 
prices by a few points during that time. 
This is indicated as a sign of progress 
toward better business. 

Orders for hardware still are in the 
nature of fill-ins for current stock, mer- 
chants preferring to feel their way, and 
to supply their stocks only with the 
merchandise necessary to meet im- 
mediate needs of their customers. Many 
merchants feel that if sufficient effort 


54 


TWIN CITIE 





is placed back of their selling, that 
business can be obtained. They are 
scanning credits very carefully, how- 
ever, and offering special inducements 
for cash. An interesting phase in lo- 
cal selling at retail is offered by one 
of the oldest established food stores 
going onto a strictly cash and carry 
basis, with very satisfactory results 
in the way of business, during the past 
few months. x 

Demand for lawn mowers, and other 
lawn equipment has been fair, but there 
is the tendency of the public to “get 
along” with old tools, which has meant 
good business for those stores making 
a feature of repairing and recondition- 
ing lawn mowers. This same condi- 
tion exists in the country, in regard to 
farm equipment, resulting in a heavier 
volume of repair orders for machine 
parts. 


BUILDING INCREASES 


Improvement in the total amount of 
building in the Twin Cities is shown in 





Ample Rain Assures Crops 
— Encourages Optimism 


comparing this year with last. The 
total in Minneapolis, for instance, for 
the first six months of this year was 
more than a half a million dollars 
ahead. The increase has been in com- 
mercial buildings, as home building 
remains below the normal rate. 

Prices are stable, showing no changes 
this week. It may be that, with bet- 
ter conditions, prices will begin to 
show: some stronger tendencies, which 
will possibly help to improve buying, 
as it is well known that people are 
more inclined to buy on a rising 
market. 

On the whole, there is a feeling of 
optimism as to the last part of the 
year, which will, in itself, act as a 
stimulant to trade. 

More than ordinary care is given to 
collections in both retail and whole- 
sale lines. Many wholesalers are offer- 
ing their retail dealers assistance in 
the matter of collections, and credit 
departments are scanning more care- 
fully the credit risks offered them. 





Remington 1931 Fall 
Hunting Window Displays 
Several unusual features are brought 
out in the 1931 fall hunting display of 
the Remington Arms Co. The central 
feature is the large cut-out 24 x 36 
inches with life-like reproduction of 
a pointer enlarged from an actual 
photograph. Four cut-outs, _ litho- 
graphed in colors, show the green 
Kleanbore shells, in giant size. Similar 
cut-out features the new .22 Klean- 
bore Hi-Speed cartridge in giant size. 
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SHOT SHELLS — 


ii 


Three showcards illustrate the leading 
model Remington shotguns, medium 
and high power rifles and .22 caliber 
rifles. Showcards are lithographed in 
colors, with cut-out illustrating an ap- 
propriate hunting scene. Pyramid 
package displays, of empty boxes, hav- 
ing patented folding construction for 
shipping purposes, are shown. An at- 
tractive showcard lithographed in 
colors, features a trapshooting scene. 
Remington Arms Co., 29 Warren St., 
New York City, will send a display 
package, including“large cut-out of the 
pointer and four of the smaller cut-outs. 
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“NEVER BEFORE 
have we seen 
a razor blade 


sell like 
REMINGTON 
KLEANSHAVE” 


HE above is quoted from a recent bulletin 
to salesmen issued by one of the leading 
hardware jobbing houses in the country. 

This jobber and many others are finding 
that there is a real demand for a high quality 
razor blade to be sold exclusively through the 
wholesale and retail hardware and sporting 
goods channels. 

Remington Kleanshave Blades are meeting 
this demand. They give you the opportunity 
to build up razor blade business at a profit— 
with a blade which is not sold at cut prices by 
drug stores, cigar stores, 5 and 10-cent stores 
or newsstands on every corner. 

Kleanshave blades are sold under the 
Remington trade mark which is nationally ad- 
vertised and nationally known to millions. 
They are sold according to the Remington 









policy of distribution through jobbers and in- 
dependent dealers. 

The razor blade business in the United 
States amounts to more than twice the volume 
of all other lines of cutlery put together. 

Is it not worth while to go after your share 
of this business now that you can enjoy a pro- 
tected profit on .a double edged-blade of the 
highest quality? 

’ Order from your jobber—“The Hardware 
Blade for the Hardware Trade.” 


President 





The Greatest Value Ever Offered—The Remington 
Standard American Dollar Pocket Knife 











REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, DIgby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1931 R. A. Co. 
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Answering the Customers’ Questions 


cast the ones which should log- 
ically came up. In studying an 
article from a selling angle, he 
should look at it from the cus- 
tomer’s viewpoint. He should 
ask himself what would I want to 
know about it if I were on the 
other side of the counter? 

Take for example a washing 
machine. We will presume that 
the salesman has gained a cus- 
tomer’s interest and favorable at- 
tention. What is more natural 
than for the customer to ask: 
“how much will it wash at any 
one time.” It would undoubt- 
edly help in retaining her con- 
fidence and in closing the sale 
if the salesman would reply: 
“T’m glad you asked that because 
I had overlooked telling you. 
The capacity of the tub is eight 





(Continued from page 27) 


full sheets or any similar bulk 
of the family washing.” 

Such an answer would cer- 
tainly create more confidence 
than if he were to say, “well, it 
will hold an average washing.” 

Sometimes I think the custom- 
er resents an evasive answer 
even more than he does a lack of 
knowledge. When the customer 
asks a sensible question and you 
do not know the answer, tell him 
so plainly. Also tell him that 
you will find out for him imme- 
diately Then get the proper an- 
swer and give it to him. He will 
at least appreciate the fact that 
you know where to get the in- 
formation. 

When customers ask questions 
they want definite accurate re- 
plies and are entitled to them. 





Nine times out of ten their ques- 
tions are perfectly natural and 
logical and the sales in any store 
will flow to the salesman who can 
intelligently answer them. Read 
the manufacturers’ literature 
carefully. Memorize the points 
which, to you, seem of a special 
interest. In all probability they 
will be the points on which there 
will be a question in the custom- 
er’s mind. Then when he asks 
that question, you will be able 
to answer it, and by inspiring 
confidence as to your ability, you 
will be able to sell him the arti- 
cle he wants. There is nothing 
which will establish confidence 
in the mind of a customer more 
quickly than the ability to intel- 
ligently answer sane, logical 
questions about the merchandise. 





Taking advantage of an opportunity to use a store window in a new exposition building in 
Tampa, Fla., the I. W. Phillips Hardware Co. made this appeal. Sales Manager Arthur F. 


Hackney tells us the window was on the main business thoroughfare, received many fa- 


vorable comments and sold some merchandise. 


This firm never misses a chance to show 


its merchandise to its customers and prospects. 
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Stanley Announces New Hardware 


STANLEY 








SET NO. SX2610-A 


For folding sliding doors, opening in or 
out. Two doors hinged together and hung 
from the jamb on extra heavy T Hinges. 
Service door hinged to opposite jamb. 


SET NO. SX2610-B 


Similar to above, except all three doors 
are hinged together, and hung from the 


jamb on throw back hinges. 





These new sets can be used 
for all types of sliding fold- 
ing doors. They have many 
features that make them easy 
to sell: 


Built to Stanley standards of 
quality. 

Correct size and quantity of 
screws tied to each piece. 


Rust resisting cadmium finish 
on trolley, bolts, lag screws 
and washers. Superior Japan 
finish on track bracket and 
all other parts. 


for Rolling Garage Doors 


New track clamps that posi- 
tively prevent misplacement 
or rattling of the track. 


Double truck hanger is 
equipped with rust proof ball 
bearing on the swivel and rol- 
ler bearings in the wheels. 


It is impossible for us to tell you 
here all about these new sets. If 
you will send the coupon includ- 
ed below we will send you full 
information which cannot help 
but convince you of the super- 
iority of these new Stanley sets. 


THE STANLEY WORKS, New Britain, Conn. 


SET NO. SX2610-C 


For Doors Opening Out 


For two 4’ x 8’ doors, hinged together 
folding to one side. This application 
includes the use of the Stanley “Kee” 
Bolt which locks the doors at top and 
bottom without necessity of foot or 
chain bolts. 


SET NO. SX2613 
Under Soffit Type 


For three doors, two folding to one 
side. Doors may be hung to open in 
or out. An extremely easy set to in- 
stall. Track is applied under soffit and 
is completely covered whether doors 
open in or out. 





STANLEY HARDWARE 






DOUBLE TRUCK 
HANGER 
NO. X2610 


The new distinc- 
tive Stanley Hanger 
which makes these 
Stanley Sets the 
smoothest and quiet- 
est operating door 
equipment on the 
market. 








The Stanley Works 
New Britain, Conn. 


We are interested in your new Garage 
Sets for sliding folding doors. Send us 
full description. 
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Bring profits 
to your business 
from 22 countries! 


From all the important markets of Europe and Asia— 
22 countries in all—manufacturers bring new merchandise 
to the Leipzig Trade Fair twice each year. The Fall Fair 
runs from August 30th through September 3rd. 


At the Fair—among the exhibits of 6,000 manufacturers 
of general merchandise and novelties—you will find 812 
firms showing household goods, metalware, electrical house- 
hold appliances; 676 firms showing glassware and ceramics, 
crockery and pottery; 175 firms showing lighting fixtures 
and kindred lines; 133 firms showing radios and radio 
parts, musical instruments. In addition, 1,000 manufac- 
turers exhibit a wide variety of household, building and 
industrial supplies. 


American buyers appreciate Leipzig—95% of those who 
go once, go again. And there is a distinct price advantage 
in buying at Leipzig today! 

Some significance as to the scope of the Fair can be 
grasped through the fact that 125,000 buyers will come to 
Leipzig from 72 countries! New trends, first shown at 
Leipzig, travel throughout the world. You bring back 
merchandise which your competitors will not have. You 
deal directly with manufacturers in arranging prices and 
in having items styled to your own specifications. 


Your trip to Leipzig is both easy and profitable. We 
shall be glad to furnish further details on any lines in 
which you are interested. We can also secure for you 
discounts on most of the railroads in Europe and make 
other arrangements which will assist toward a pleasant 
stay abroad. 


Please use the coupon below. 


LEIPZIG 


TRADE FAIRS 


For 700 years the world’s greatest markets 


LEIPZIG TRADE FAIR, INC., 
10 East 40th Street, New York City. 
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What a Differenee! 


The following was read by Hugh F. McKnight, vice- 
president, N. R. H. A., as a prelude to his address to the 
Cleveland Congress on Equipment Standards: 


WHAT A DIFFERENCE FIFTY YEARS MAKES! 


1881 
FIFTY YEARS AGO women wore hoopskirts, bustles, 


petticoats, corsets, cotton stockings, high buttoned shoes, 
ruffled cotton drawers, flannel nightgowns, puffs in their 
hair—did their own cooking, baking, cleaning, washing, 
ironing—raised big families—went to church Sunday— 
were too busy to be sick. 

MEN wore whiskers, square hats, Ascot ties, red flannel 
underwear, big watches and chains—chopped wood for 
stoves—bathed once a week—drank ten-cent whiskey and 
five-cent beer—rode bicycles, buggies or sleighs—went in 
for politics—worked 12 hours a day—and lived to a ripe 
old age. 

STORES burned coal-oil lamps—carried everything 
from a needle to a plow—trusted everybody—never took 
an inventory—placed orders for goods a year in advance 
—always made money. 

1931 

TODAY women wear silk stockings, short skirts, low 
shoes, no corsets, an ounce of underwear—have bobbed 
hair, smoke, paint .and powder, drink cocktails, play 
bridge, drive cars, have pet dogs, and go in for politics. 

MEN have high blood pressure, wear no hats, and some 
no hair, shave their whiskers, shoot golf, bathe twice a day, 
drink poison, play the stock market, ride in airplanes— 
never go to bed the same day they get up—are misunder- 
stood at home—work five hours a day, play ten—die 
young. 

STORES have electric lights, cash registers, elevators, 
never have what the customer wants—trust nobody—take 
inventory daily—never buy in advance—have overhead- 
mark up-mark down-quota-budget-advertising-stock control 
—annual and semi-annual, end-of-month, dollar day, 
founder’s day, rummage, economy day sales—and never 
make any money.—Exchange_  ~ 





A Plan for Increasing Paint Sales 


OU can increase your paint business, reduce cus- 
tomer complaints and earn a reputation for your 
store as the place to buy paint, by using the follow- 
ing simple plan: Place an easel in a conspicuous place 
in your paint department, and on it have a plainly lettered 
sign to read: 


75% of poor results with mixed paints are 
due to applying the paint to a surface for 
which it is not adapted. Tell us what you 
want to paint, and we can tell you the kind 
of paint to use. 
Of course this plan presupposes that your men know 
paint and can intelligently advise customers on kinds and 
uses. If they do not, this plan furnishes a splendid op- 
portunity to see that they do acquire the necessary 
knowledge. 
It has been used successfully for many years by a 





prominent New England hardware merchant. 
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HIGH PRESSURE SELF-OILING 


— 
EF 
\ A REGISTERED TRADE NAM 


P_~ BULLDOZER 
5) POWER PUMPS 


“as year gardeners, florists, truckmen, 
farmers and others who raise fruit, plants 
pele 3 and vegetables for the market are safeguarding 
f their crops against drought and extreme heat 
a with artificial rainfall or ground irrigation. 
This practice becomes more common every 
day. Its rapid development has created a cor- 
responding demand for dependable pumping 
units such as Myers Self-Oiling Power Pumps 
for either shallow or deep well service. Ideally adapted for this purpose, they afford wonderful pos- 
sibilities for profitable business wherever small or medium capacity 
units are required for irrigation or for any other water supply up 
to ten thousand gallons per hour. Engine or motor power, eco- 
nomical to operate, dependable and carefree, they provide an abun- 
dance of water at an extremely 
low cost. Write or wire. Take 
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Manufactu ‘Years Of MYERS HONOR-BILT PUMPS for Every Purpose. 50 
WATER SYSTEMS-HAY GRAIN UNLOADING TOOLS ~B BARN, |. FACTORY and POUNDS PRESSURE 
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(G fe) Chromium Finish Bath Room Fixtures 
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A famous merchant once said that a dealer who 
sells goods that hold o/d customers, need never 
worry about new ones. How true that is! 


In almost every instance people who have bought 


INGCQ) Bath Room Fixtures 


have displayed them to their friends. Such 
satisfaction sends new customers to the store 


that sells RiNece 





No. 03771 In RNe9 Bath Room Fixtures your cus- 
Combination Soap and Tumbler tomers have the choice of Chromium, Nickel 
Holder. White Finish or White finish—each permanently rust-proof 

No. x3771 Chromium Finish because the body of RNece Bath Room 
No. 3771 Nickel Finish Fixtures is always made of SOLID BRASS. 





Send for New Bathroom Folder, XA. 
We also manufac- 


ture Furniture AMERICAN RING COMPANY | No. we 


wetennsings, U p- Waterbury Connecticut Combination Tooth Brush 
holsterer’s Nails, Branch Offices: and Tumbler Holder 

. Boston—170 Summer St. New York—2 Hudson St. 
Eyelets, Grommets Los Angeles—1226 Crenshaw Blvd. White Finish 
and Washers. Chicago—29 E. Madison St. No. 03351 ite Finis 





No. 3351 Nickel Finish 
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No. X3351 Chromium Finish 
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4 The Last Word 
In Garage Hardware! 






































S Automobiles 

step ahead-- 

so do owners seek 
greater strength, im- 
proved convenience 
and more genuine 
value in Garage Hardware. The 
GRIFFIN Wrought Steel Garage 
Hardware Set shown here is built to 
meet this demand. It offers all that 
can be desired; and provides it with 
economy, too. Many other Garage 
Sets as well as GRIFFIN Hinges are 
shown in the new GRIFFIN Catalog 
which will be sent upon request. 





anufacturing Company 


ERIE, PENNSYLVANIA 








NEW YORK: 45 Warren Sr. 
CHICAGO: 555 W. RANDOLPH Sr. 


he Offices 
BOSTON: 113 Purcuase Sr. 
SAN FRANCISCO: 703 Marker Sr. 
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Foreman: “Now, Murphy, what 
about carrying some more 
bricks?” 

Murphy: “I ain’t feeling well, 
guvnor; I’m trembling all over.” 

“Well, then, get busy with the 
sieve.” 


Two men left a banquet to- 
gether where they had dined— 
and wined—exceptionally well. 

“When you get home,” said 
one, “if you don’t want to dis- 
turb your family, undress at the 
foot of the stairs, fold your 
clothes neatly, and creep up to 
your room.” 

The next day they met at 
lunch. 

“How did you get on?” asked 
the adviser. 

“Rotten!” replied the other. “I 
took off all my clothes at the 
foot of the stairs, as you told me, 
and folded them neatly. I didn’t 
make a sound. But, when I 
reached the top of the stairs—it 
was the subway.” 





A young Swede appeared at 
the county judge’s office and 
asked for a license. 

“What kind of a license?” 
asked the judge. “A hunting 
license?” 

“No,” was the answer. “Aye 
tank’ aye bane hunting long 
enough. Aye want marriage 
license.” 


The burglar had entered the 
house as quietly as possible, but 
his shoes made a certain amount 
of noise. Suddenly he stiffened. 
He heard a woman’s voice. 

“If you don’t take off your 
shoes when you come into this 
house there’s going to be trouble. 
It’s been raining for three hours 
and you’ve dared to tramp on 
my carpet. Go down stairs and 
take off your shoes at once!” 

The burglar crept downstairs 
and out of the house without a 
word. His confederate who kept 
a watch outside noticed a tear 
in his eye. 

“I haven’t the heart to rob 
that place, Tom,” murmured the 
burglar. “It’s so like home!” 





Compiled by 


Justin PHUNN 


He wandered into the tennis 
club tournament and sat down on 
a bench. “Whose game?” he in- 
quired. 

“EL am,” murmured the flapper 
sitting next to him. 





“Mr. Meier, your maid has 
fallen down the cellar stairs with 
a bottle and cut herself slightly 
on the pieces of glass.” 

“Was she going down or com- 
ing up?” 

“Going down.” 

“Thank goodness. At least the 
bottle was empty.” 





“Your dog bit my mother-in- 
law and it made her so mad she 
nearly left.” 

_“Well, how much damages do 
you want?” 





“None. I want to borrow the 
dog!” 
His fellow-clerks gathered 


round him when the news of his 
engagement became public prop- 
erty and extended congratula- 
tions. “But,” said one man, “I 
understand the girl you are en- 
gaged to is a twin. How do you 
tell the difference between her 
and her sister?” 

“Well, it’s a jolly nice family,” 
said the lucky man, “and I don’t 
bother very much.” 





He was a kind-hearted old 
gentleman, and it upset him to 
see the poor little chap crying. 

“What’s the matter, my little 
man?” he asked, sympathetically. 

“T’m lost. Boo-hoo!” 

“Lost? Nonsense. You mustn’t 
give up hope so soon. Where do 
you live?” 

“Don’t know,’ whined the 
youngster. “W’we’ve just moved, 
and I c-cant remember the ad- 
dress.’ 

“Well, what’s your name?” 
“D’don’t know.” 

“Don’t know?” exclaimed the 
old gentleman. 

“No,” sobbed the boy, 
“M-mother got married again this 
morning.” 





Him: “Could I see you home?” 
Her: “Yes, come up any time 
tomorrow and you can look at 





me through the window.” 
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VYV@ T/, Fe — Tue inside of a padlock is 


vastly more important than the outside. Pin 


Paint Story tumbler lock work guarantees the utmost 


security of which a padlock is capable. 















i 
Eagle No. 04810 Padlocks afford genuine pin 
HARDWARE tumbler protection. It pays to sell these 


AGE better padlocks because profit is greater and 
customers STAY pleased. 
HARDWARE AGE is read every week by 


merchants who are always ready to give 
a likely product a trial. One of the rea- 
sons why these men read HARDWARE 
AGE is to keep in touch with what is 
being offered by manufacturers. 


o0¢ 


The Eagle Quality Line 


Tell them your Story and keep on telling Night Latches Store Door Sets | Wood Screws 
it. You'll meet with a response that will a Padlocks a 


prove to be profitable. ‘ , 
Front Door Sets Cabinet Locks Machine Screws 


wate Fook co 


26 wdc Street-- New York 


Branch Offices: 
521 Commerce St. 177-179 N.FranklinSt. «114 Bedford St 
Philadelphia, Pa. Chicago, Ill. Boston, Mass 
Works at Terryville, Conn. 
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Dazey Churns 
sold only through 
Jobbers = Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
pon pene and Dealers. En- 
dorsed by Good Housekeeping 
Institute, State Agricultural Col- 
leges, and Scientific Buttermakers 
everywhere. It is strictly a 
“Quality” Churn. Only the best 
materials are used and carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 
districts has opened up a new field 
for DAZEY Electric Churns, 


Recommend DAZEY CHURNS 
for mixing PAINTS, LACQUERS ¢ 
and PASTE—A NEW FIELD! 


Dazey Sharpit— ll purpose household Sharpener. Requires ne 
skill. The original Sharpener of its type. Patented grinding 
wheels. Attractively finished in rust-proof electro plating. Fur- 
nished with removable, reversible clamp. 


Order from Yeur Jobber 
Dazey Churn & Manufacturing Company 
St. Louis 
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ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 


The commuter, the farmer, the house- 

wife, all who pass your windows judge 
pay you and your merchandise by your 
window displays. 
“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business. 























How to Cool Your 
Store 


(Continued from page 21) 


suit Mr. DePree. So he took 
some nice glass vases, 12-inch 
vases, turned them upside down 
on the tables, and uses them as 
corner posts to support a third 
tier. The third tier he made of 
heavy plate glass sheets. This 
supplied a third tier, and yet 
made the third shelf transparent 
so that anyone can look at the 
contents displayed thereon, and 
at the same time look right 
down through to the shelf below. 
This makes a beautiful and ar- 
tistic arrangement of shelving 
that has a great many advantages 
over the old standard type of 
tier. 

“Mr. DePree is responsible 
for this idea,” said Mr. DeRuy- 
ter proudly. “Mr. DePree is our 
window trimmer, and he is re- 
sponsible for most of the bright 
ideas around here.” 

The DeRuyter Hardware Com- 
pany is not overlooking any 
sales-promotion ideas. They wel- 
come promotion ideas from the 
factories, and if the ideas look 
at all practical, you can bet on 
the boys taking hold enthusiasti- 
cally. 


U. S. Had 74% of World’s 
Motor Vehicles January 1 


World registration of motor vehicles 
as of Jan. 1, 1931, totaled 35,805,632, 
of which 26,697,398 were registered in 
the United States, according to a world 
census by Charles F. Baldwin, assis- 
tant chief, automotive division, Depart- 
ment of Commerce. 

The census reveals a per capita reg- 
istration of one motor vehicle for every 
fifty-four persons in the world, with 
the United States credited with one 
registration for every 4.59 persons, 
against one for every 200 persons resi- 
dent in all foreign countries. 
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The Sprayit 
Plantilizer 


The Sprayit Plantiliz- 
er is a device for fer- 
tilizing the lawn, garden 
or shrubbery, while sprinkling. The regular hose nozzle is 
detached and the Sprayit Plantilizer is attached in its place. 
A set of five fertilizer cartridges used once a week is said to 
be sufficient to fertilize a lawn 25 by 20 feet. The cartridges 
are highly concentrated ingredients, containing a high per- 
centage of nitrogen. Compressing of the cartridges is done 
at thousands of pounds of pressure. The maker, The Elec- 
tric Sprayit Co., 320 E. Colfax Ave., South Bend, Ind., states 
that the nitrogen in the cartridges is of exactly the same in- 
gredient found in liquid manure, but in a more highly con- 
centrated form. List price of nozzle is 75c. List price of 
six cartridges is 25c. Dealer discount on the unit is 33 1/3 





per cent. 





Black & Decker Cinderella 
Dish Washing Machine 


The Cinderella dishwasher, made 
by the appliance division of The 
Black & Declzer Mfg. Co., Towson, 
Md., is self-cleansing. It has no 
racks and is low enough to roll 
under any standard sink. Machine 
stands 2814 inches high and is 
finished in chromium, with choice 
of either white or green porcelain 
enamel. List prices are: green, 
$127.50 and white, $137.50. It 
operates on the vacuum-action 
principle. The machine does not 
have to be washed or dried after 
the dishwashing is done. A power. 
ful centrifugal pump ejects all food particles from the ma- 
chine with the suds water, which is pumped into the sink. 
Machine is mounted on casters. Washing, rinsing and drying 


are done in one operation without touching dishes or dish 
washer. 








Remington 
Cash Register 
Model F 


Remington Cash 
Register Co., of 
Ilion, N. Y., of- 
fers the model F 
press down key 
registerthat euvases™ 
prints and issues RR AAAS APa! 
a check or re- ‘Sy 
ceipt. Receipts 
are cut off. Regis- 
ter has detail 
strip) on which 
the last 15 sales 
are always _ in- 
stantly visible, 
showing in large 
figures the amount 
of sale, consecutive number of sale to 9999 and also numeral 
designation of sales clerk or other classification desired. 
Record is always the same as record on receipt, and the last 
transaction number of the detail strip and on the last receipt 
issued appears on the final printed daily report. As many 








Remington 


ego)” 





copies as desired of final daily report may be made. 
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Rice & Prince products 

are right in accuracy, finish and package. 
You can sell them with the utmost confidence 
of customer satisfaction. 
These and many other types and sizes in 
steel, brass, bronze, Everdur, Monel, Stain- 
less, and other special alloys and plain, 
polished, nickel, copper, blued, galvanized, 
cadmium or chromium finishes. 


Standardize on Reed & Prince products. 


REED & PRINCE MFG. CO. 
WORCESTER, MASS., U.S. A. 


WESTERN BRANCH AT CHICAGO: 3635 IRON STREET 
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The 
Most Popular 


and 
Biggest Selling 
High Quality 
Padlocks 


on the Market! 





Sold Exclusively 
Through Legitimate 
Jobbers 





MASTER LOCK CO. 


World’s Largest Exclusive 
Padlock Manufacturers 


Milwaukee, Wis., U.S.A. 





sets on a sheriff’s sale basis. It 
means forecasting earning power 
by projecting the downward line 
of the last year into eternity. 
Valuing assets at twenty cents on 
the dollar and earning in the next 
decade at the same rate as the 
present is not conservatism; it is 
wild-eyed nihilism. 

The bankers who are calling 
on the American business men to 
show courage are adding insult 
to injury. Who can show cour- 
age? The consumer without 
money and without a job? The 
business man without credit? 


The real trouble is much 
deeper and much older than the 
present condition of hardening 
the credit arteries. That so many 
bankers do not understand the 
needs of business is not new; 
those bankers never did under- 
stand, even when they were gen- 
erous with credit. All they know 
about business is what they see 
in the balance sheet. If they are 
small-town bankers, they may let 
their hearts guide their heads. If 
they are vice-presidents of big 
city banks, their contacts are 
largely on the golf links. What 
they know about business comes 
to them, if at all, in the form of 
nice, refined and _ pasteurized 
statistics, without any roughage. 
They know nothing of the thou- 
sand and one problems, big and 
little, with which the average 
business man has to wrestle every 
day. Their advice is generally 
limited to “Your inventory is too 
high.” 

Even when prosperity returns, 
conditions will not be essentially 
better until bankers know more 
than the old routine of banking. 


The American business man is 
not asking for a dole. He is not 
asking that the bankers finance 
a new stock market boom. He 






Money Is Cheap 


(Continued from page 24) 





is not asking for some complex 
and disguised scheme of infla- 
tion or for some Bolshevik 
panacea. 


The American business man 
is asking the American banker 
for clear vision, a real policy 
and a simple, practical program. 
Or, rather, America is asking its 
bankers to do these things: 


Stop selling America short; 


Study American business, its 
ptoblems and its needs; 


In granting credit, look behind 
and beyond the balance sheet; 


Be truly conservative and con- 
structive. Visualize the business 
of each of your customers as it 
will be one, two and three years 
from now and grant credit ac- 
cordingly. 





Revival of Buying Interest 
in Steel and Iron Industry 


Although the seasonal downward 
trend in steel operations is unchecked, 
the week brought a sufficient revival 
of buying interest to suggest that the 
successful outcome of the proposed in- 
ternational debt suspensions might well 
mark the end of the long decline and 
possibly the beginning of at least a 
moderate turn for the better. 

The reversal of business sentiment, 
following the announcement of Presi- 
dent Hoover’s moratorium plan, has 
not had a widespread effect upon the 
orders of the rank and file of steel 
buyers, but it has brought renewed 
life to a number of large projects that 
have been dormant for months. 

Notwithstanding the possibility of 
further favorable developments, the 
steel industry can scarcely escape at 
least another month of very low oper- 
ations. The average rate this week for 
the entire country is not above 35 per 
cent of capacity, without considering 
the loss of output incident to the shut- 
downs over the coming holiday. In 
only one district, Cleveland, has steel 
production gained. Elsewhere, it has 
lost further ground or is barely hold- 
ing its own. 
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We Wanted the Paint Business of the 
Man Who Could Not Pay Cash 


(Continued from page 29) 


“Your Home Can Be Painted 
With ———— Paint for as Little 
as $22.75.” 3—Providing free 
use of an extension ladder. 
Offering the use of an exten- 
sion ladder gratis is an excellent 
inducement to home painters 
who do not wish to incur the 
extra expense of buying ladder 
equipment. This extra service is 
very much appreciated by the 
customer and can often be used 
as the clinching point in meeting 
mail order competition. We 
allow a rental time on ladders 
of from one week to ten days, 
with liberal exceptions for poor 
painting weather. In our case, 
a stock of fifteen ladders is suf- 
ficient for rental purposes. We 
have had no trouble in disposing 
of the rental ladders during the 
season at cost, or about cost. 
Besides window displays and 
free ladder rentals, newspaper 
space is used consistently with 
very satisfactory results. The 
ads usually tie up with the win- 
dow displays and feature the 
same selling points as the win- 


dow poster. Personal solicita- 
tion in the store brings addi- 
tional paint prospects. A brief 
explanation can then be made 
about our paint, our credit plan, 
and the advantages of not neglect- 
ing surfaces needing painting. 
News of our credit plan and rec- 
ommendations by satisfied cus- 
tomers brings in many more 
paint prospects. Often one paint 
job in a neighborhood will bring 
on an epidemic of house paint- 
ing in the same section. This is 
especially true in residential sec- 
tions having a large foreign pop- 
ulation, as this class is well 
known as a user of paint. 

There is no doubt in my mind, 
after our experience in selling 
paint on time, that any merchant, 
using an enthusiastic merchan- 
dising program for selling paint 
on a similar installment basis, 
and who offers a high grade 
product, can make the paint 
department an expanding and 
profitable section that will de- 
velop a host of good accounts 
for his store. 





U. S. Retail Sales Trade 
Exceeds 53 Billion Dollars 


The annual volume of retail sales 
in the United States was found by 
the Census Bureau to exceed $53,000,- 
000,000, of which $3,000,000,000 rep- 
resents direct sales by manufacturers 
and the remaining 50 billion dollars the 
transactions of more than 1,500,000 
retail establishments. 

The Bureau’s figures were based on 
its 1930 distribution census, which dis- 
closed that in 1929 there were 1,549,- 
168 retail establishments which did a 
total business of $50,033,850,792. 

The total, it was pointed out by the 
Bureau, represents nearly two-thirds 
of the estimated total annual income 
of the country from all sources and is 
five times the value of the average an- 
nual agricultural production. 

The Bureau’s survey discloses that 
there is an average of 12.6 retail 
stores per 1000 inhabitants. The aver- 
age per capita purchases were found 
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to be $407.52 a year, indicating that 
the retail purchases of the average 
family of three to five persons range 
from $1,250 to $2,000 a year. 

Only two Siates, New York and 
Pennsylvania, reported more than 100,- 
000 retail establishments. the former 
having 189,921 and the latter 136,518. 
Those two States also showed the 
heaviest total of retail sales, New York 
reporting $7,239,632,514 and Pennsy]l- 
vania $4,039,666,807. 

Considerable information regarding 
the purchasing power in the various 
States is carried in the figures, which 
show the range of per capita sales to 
be from $172 in South Carolina to $681 
in the District of Columbia, while the 
number of stores per 1000 of popula- 
tion ranges from 8.1 in Alabama to 15.3 
in Florida and Oregon, and the aver- 
age sales per store range from $19,- 
827 in South Carolina to $39,715 in 
Michigan, with the average for the 
country as a whole being $32,297. 
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Forged and 
Chrome-Vanadium 
Steel, with the 
ARMSTRONG name 
mean strength 
to tool buyers 


ARMSTRONG -VANADIUM Wrenches embody 
the most effective sales points— established 
strength, improved designs,recognized quality. 
They are longer, lighter, tiiinner, stronger. Their 
thin tapering jaws will take a firm grip where 
other wrenches cannot reach. They are guar- 
anteed not to break or spread. 


Beautiful tools—finished in nickel over copper 
with heads buffed bright—they come on 
attractive boards or in matched sets, in many 
new patterns. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Helder People” 


314 N. Francisco Ave., Chicago, U.S.A. 









Write for Catalog B-27, 
176 pages of Quality Tools 











A Very Popular Seller 


This handy table or 
bench model machine 
with Enamel Pan is a 
popular seller to all 
who have to prepare 
shaved ice. It has a 
new three-blade cutting 
head and removable 
cutting knives adjust- 
able to shave either 
coarse or fine. 


The CLAWSON 
ICE SHAVER 


always shaves the ice into uniform size crystal 
flakes. No lumps or chunks. Simple, durable, 
highly efficient. Sizes and styles of Ice Shavers 
(Hand Power or Electric) for every requirement 
up to 300 Ibs. per minute capacity—all backed by 
30 years’ experience and a Guarantee of Complete 
Satisfaction. All attractively finished. Write for 
Folder which describes all styles and let us quote 
prices which allow for a real profit. 


Snow King 
(Hand Power) 
Model No. C 1-B 


SOLD EXCLUSIVELY THROUGH LEGITIMATE DEALERS 


CLAWSON MACHINE CO. 
FLAGTOWN, N. J. 











SCREEN DOOR 


cit) CLOSERS 


Outstanding construction advantages are now offered in 
the two Ileo Screen Door Closers. Both models are fast 
selling and make possible worth-while profits to the hard- 
ware dealer. The ILCO SENIOR, shown above, is priced 
to retail at $1.50 to $2.00; the ILCO JUNIOR, below, may 
be retailed at 75c. to $1.00. Each has a solid brass 
cylinder and a scientifically designed leather washer and 
steel expansion ring to maintain efficient suction. A wide 
range of adjustment is possible by turning a convenient 
regulating screw. They may be used on either right or 
left hand doors. 


Write today for prices and information on free demon- 
stration material. 


THE INDEPENDENT LOCK COMPANY 


FITCHBURG, MASSACHUSETTS 















The Squareg 
Frying Pan 
The Squareg fry- 
ing pan is a cooking 
utensil which fries 
eggs in square 
shape. It may also 
be used for cooking 
square _ pancakes, 
potato cakes, frit- 
ters and _ similar 
foods. The pan has 
a capacity of four 
eggs and is _par- 
ticularly useful 
when the eggs are 
to be used in sand- 
wiches. It is made 
in Otter ,River cast 
iron ware. Otter 
River Foundry, 
Otter River, Mass., 
is the maker. List 
price is $1.00. 











Counter Sign for Fox Gun Dealers 


This attractive gold and bronze finished counter sign, mea- 
suring 3 by 12 inches is being distributed to dealers handling 
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Fox guns. Sign may be obtained from Savage Arms Corp., 








Utica, N. Y. 





Duplex and Direct Reading 


Stanley “Zig Zag’? Rules 


The Stanley Du- - - 
plex “Zig Zag” rules ee 
are marked with 
figures in vertical 
position. Graduations on both edges of the rule assure accurate 
and convenient measuring. Vertical figures are said to make 
the rules easy to read in any position, up, down, horizontally, 
right or left, without reversing or turning the rule over. 
These rules, offered by The Stanley Rule & Level Plant, 
New Britain, Conn., are made in six foot size in two styles. 
No. 266 has figures, 1, 2, 3, etc., starting on the outside of 
of the rule, while No. 266F has the same figures starting on 
the inside of the rule, so that the figures lie close to the work 
when rule is opened. Direct Reading “Zig Zag” rules with 
brass extension slide are also offered. Stanley four- 
way “Zig Zag” extension rule No. 226 is made in six foot 
sizes, packed six in an attractive display box. Regular out- 
side measurements can be made starting from slide end, or 





| starting from the opposite end. Ordinary inside measure- 
| ments can be made by extending slide from opened end of 


rule. By use of opposite end for inside measurements and 
extending brass slide from closed end, entire reading is 
centered at one point. 
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Is your elevator old 


@ d shaky? Wh t re- 
Window Displays | | 2°." 25 


| machine—They are com- to 
9 | pact, powerful and safe— 
| Tell us the job it has to do 
E at . * || andlet ussubmit pricesand | Aa Ori MW 





data on machine to do it. 


Whatareyour requirements? thee k 
Do you use your windows | Be tere eames dst 
merely to let the passerby 
know you sell hardware, or KIMB ALL BROS. CO: 
do you put them to work as 1205-19 Ninth St. 
“Silent Salesmen’’? You Council Bluffs, Ia. _6AA te 
know a real salesman is much nein ” 
more valuable than a mere 
“Order Taker’! Why not 
put your window displays in 
the selling class? 























HARDWARE AGE each week 
presents two different and 
especially prepared drawings 
of window displays with an 
explanation as to how you 
can make them. In addition, 
two pages picture window 
displays that have helped 
“Pay the Rent’ for their 
sponsors. 
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Why not keep a file of these 
money-making window dis- 
plays and put these ideas to 
work for you! 





Some of the products vail by - 
™ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 


HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 












ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 
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50 years on a DOOR 


good for 50 years more 


Val! //Gy 
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INOS 
Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE MARK 











66 | A 97 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND | 


Its Use Enables | 
Him to Weld Steel 
as Easily as Iron | 


IT HAS NO EQUAL | 


Manufactured by 


ANTI-BORAX COMPOUND CO. | 
FORT WAYNE, IND. | 


ie | 








SPECIAL TABLE OFFER 


This Heller Merehandis- Think of 2 
genuine Heller Merchandising 
ing Table only........ $3,95 Table for only $23.95! A new, up-to-the- 
w= minute table, designed to increase your 
sales. At this low price, you can afford 
to equip your store with tables. Easy 
monthly payments make it possible to pay 
for them out of income they a. yea. 
Full size—7 ft. x 30% inches. eight 
34% in. Boqgeeitetty finished in medium 

8 


















Six Merchandis- 
fur- 







genuine Heller 
equipment at so 






ups alone 
price of table. 






SEND THIS WC HELLER & C0, Bewrie,c 


jease ship 0. 

Send oe information on your special summer 
offer on No. 27 tables. 

TA SIGN NAME AND ADDRESS IN MARGIN 























Everhot High 
Speed Hot Plate 


The Swartzbaugh Mfg. 
Co., Toledo, Ohio, 
makes this Everhot high 
speed hot plate of mod- 
ern design. Body is of 
blue steel, while trim- 
ming and legs are of 
chromium plated steel. 
Contrast between the two colors and the glistening white of 
the burners themselves gives a very pleasing effect for the 
breakfast nook, kitchen or dining room. The two burners 
are rated at 1100 watts each. .List price is $7.50, east of 
Denver, Colo. 





Seminole Archery Set 


The Seminole archery set has a 42 inch bow of the best 
hickory, highly polished and decorated and strung with 
stout, red, white and blue string. Bow has velour grip. 
The four arrows are rubber tipped for safety and feathered 
with colored feathers. Set is mounted on white board with 
two brightly colored targets and two score cards, ready for 
display. At an extra cost, arrows with copper tips are 
offered. List price for set is $1.00. Indian Archery & Toy 
Corp., 210 Fulton Ave., Evansville, Ind., is the maker. 

















Perryman Radio Tube 588 


Perryman Electric Co., Inc., 4901 Hudson Blvd., N. Bergen, 
N. Y., offers the P.R. 588 full-wave mercury-vapor rectifier 
tube, listing at $2.50. It is of special interest to users of 
midget sets, as it is a low loss rectifier, the low loss being 
accomplished by a minimum of heat dissipation. Vacuum is 
replaced with an ionized mercury vapor. In this tube the 
atmosphere of vapor has present a considerable positive 
charge which neutralizes the negative space charge. Because 
of this condition, says the maker, the electron cloud is not 
as concentrated as in the old type tube. This tube may be 
looked upon as having a nearly constant voltage drop of 17 
volts, from which all of the additional voltage supplied by 
the transformer is made available for useful work in. the 
external circuit. Ratings of this ttbe and vacuum type 280 
are virtually the same with the exception of the plate voltage 
and current. 


Collapsible 
Shoe Rack 


Yearke Metal 
Products Co., 
887 West Ave., 
Buffalo, N. Y., 
makes this col- 
lapsible shoe 
rack, listing at 
$1.25. It is easily 
applied to any clothes closet. The maker states that shoes 
will last longer when this rack is used for holding shoes not 
in use as “more harm is done walking on shoes than walking 
in them.” Rack stands 22 inches high, 6 inches wide and 
23 inches long. It is made of metal with two shelves, built 
to accommodate from six to ten pairs of shoes. It is shipped 
knocked down, with all parts inserted in an envelope. Rack 
is offered in blue, green and red shades. Gross weight of 
carton of twelve is 60 Ib. 
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Stay-Put Barb 
Cut Floor Nails 


Tremont Nail Co., Wareham, Mass., makes the 
“Stay-Put Barb” cut floor nails, which enter the 
wood like a fish hook. It is said to go in very 
easily without ripping the fibers of the wood and 
to be hard to pull out. This barb can be fur- 
nished on any style or size. Actual government 
tests prove cut nails to have 72 per cent more 
holding power than wire nails, according to the 
maker. The “Stay-Put Barb” is said to have even 
greater holding power than other cut nails and 
the ability to eliminate squeaking floors. Dealer 
cost on nails with this barb is increased 50c. 
per hundred pounds over the base price for nails. 
The same company is working on other types of 
nails with the new barb feature. 





Sunbeam Banjo Model 
Eternatime Clock 


Central Ave., Chicago, IIl. 


are of Oriental walnut and aspen. 


finished in silver. 








Westinghouse 
Cozy Glow Heater 


The 1000 watt 
DeLuxe model 
Cozy Glow heater 
illustrated is of- 
fered by the West- 


inghouse Electric 
& Mfg. Co., Mans- 
field, Ohio. It in- 
corporates all fea- 
tures offered in pre- 
vious models. Bowl, 
base and mounting 
are of modern style. 
Bowl is 14 inches 
in diameter, chro- 
mium plated inside 


and decorated with only two simple raised rings around the 
edge. Base is of cast iron. Bowl is supported by two arms 
instead of the former semi-circular band. By this method of 
mounting bowl is closer to base and is therefore more stable. 
Bowl is on a swivel, to enable directing of heat beam. Handle 
is provided. With the exception of the front of the bowl, 
the heater is finished in bronze with cord to match. List 
price is $10.00. Other models list at prices ranging from 


$5.95 to $8.50. 
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Sunbeam Eternatime electric clocks in 
banjo models are offered by the Chicago 
Flexible Shaft Co., Roosevelt Rd. and 
They are 
fashioned of genuine mahogany, combined 
with solid black walnut. Panel overlays 


shaped grilles are of solid black walnut. 
The Mt. Vernon model, E-16, measures 29 
by 8 inches. It has 5-inch silvered dial. 
List price is $35.00. Model E-44, Monti- 
cello model, lists at $27.50. It stands 
20% inches high and measures 6 inches 
in width. This model has 31-inch dial 
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SAMSON CORDAGE WORKS 


BOSTON, MASS 


Jet) = an OO) 0D, 


-AMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information | 








More Value 
For the Money Nw 


That’s what auto 
owners want now-a- 
days in tools. 













Sell them the B. & C. Ad- 
justable “S’’ Wrench and 
assure them of this ertra 
value. It’s THERE. Ask 
your jobber. 


BEMIS & CALL CO. 
Springfield Mass. 








FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries' that do last longer—and a 
merchandising program that makes real sales. 





French Battery Company, Madison, Wisconsin 


General Sales Office: 20 North Wacker Drive, Chicago, Illinois 








SEND FOR Your 





Copy of the Brand 
New Wooster Catalog 


Specially printed—just off the press— 
up-to-the-minute brush information that 
makes brushes more profitable. Send 
coupon. 





be 


THE WOOSTER BRUSH CO., Wooster, O. h-7-16-31 


Without obligation, send your new catalog on 
nationally advertised Wooster Foss-Set Brushes. 
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Wickwire Brothers 
Hex. Poultry Netting 


Every roll made of Open Hearth Steel 
which resists rust much longer than 
Bessemer. 


The complete product is made. in our own 
plant—we control every operation. Our 
method and quality of galvanizing gives 
added protection, as well as a good finish. 
All standard sizes. 
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Consistently Profitable 


[|BS 


mands of skilled mechanics. 


The Brown & Sharpe policy is to add new 
tools to keep pace with the changing de- 
As a Brown & 
Sharpe Dealer you are able to secure a consis- 
tently profitable business from this important 
Brown & Sharpe Mfg. Co., 


class of customers. 


Providence, R. I. 


Brown & Sharpe Tools— 


“World’s Standard of Accuracy” 








NO SPECIFICATION 
sounder CAN BE MADE 


Those who specify Sargent Hardware have come to 
consider it—not merely as equipment of the required 
high quality—but as an additional means of express- 
ing true character in decoration. Sargent & Company, 
New Haven, Conn., New York, Chicago. Belleville- 
Sargent & Co., Ltd., Belleville, Ontario, Canada. 


SARGENT 








LOCKS AND HARDWARE 


Mlecekmalatldnm (Cm ky 
Good Margin, Big I a ATA) 
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| Manager-treasurer, 








Coming Hardware 
' Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvenTIon, New Palmer House, Chicago, IIl., Oct. 19, 20, 
21, 22, 1931. Charles F. Rockwell, secretary-treasurer, 
342 Madison Avenue, New York City. 


Iowa RetaiL HarpwareE AssOcIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


MIcHIGAN RetTartL HaRDWaRE ASSOCIATION CONVENTION 
AND ExuisiTion, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 
Office, Marine City. 


Minnesota Retart HarpwareE ASSOCIATION CONVEN- 
tion, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


NaTIONAL HarRDWARE AssociATION CONVENTION, New 
Palmer House, Chicago, Ill., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. . 


New Encuianp Retait HarpwareE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


NortH Dakota RetatL HarpwarRE AssociaTION Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


SoutH Dakota RetaiL HarpwareE AsSOocIATION Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
2344 Nicollet Ave., 


Minneapolis, 


Minn. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from pted free of charge; inserted in two 
eonsecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from yed d free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 

will be forwarded by us post paid. 











HARDWARE MAN, with many years of retail experience, desires a 
permanent connection with a progressive dealer. I have an expert knowl- 
edge of shelf and builders’ hardware, tools, paints, plumbing, electrical 
supplies, farm and garden implements. Can take complete charge of 
paint or builders hardware departments and am well versed in modern 
sales and merchandise methods. Excellent references. Address Box 
J-376, care of Harpware Ace, New York City. 


ILLINOIS CAPABLE SALES REPRESENTATIVE of responsibility, 
fifteen years’ successful commercial sales experience, seeks representation 
for Illinois territory of a responsible manufacturer of high ade mer- 
chandising products offering repeat sales possibilities, suitable for Depart- 
ment Stores, Hardware, Furniture, Electric Stores. Commission basis or 
as manufacturers representative. Address Box: J-307, care of HARDWARE 
Ace, New York City. 








American, 10 


HARDWARE MAN, 30 years of age, married, years’ 
general experience as shipping, stock, receiving clerk and order picker. 
I am familiar with the hardware, auto accessories, electrical, plumbing 
supplies and house furnishings, can drive car. Desire connection with 
manufacturer, jobber or retailer. Last position held for large auto acces- 
sories chain store organization as a warehouse manager. Salary no object, 
will travel if necessary. Can supply best of references. Address Box 


New York City. 


J- 352, care of HaRDWARE AGE, 











YOUNG per man, 28, with 12 years’ experience in buying and 
selling, desires opportunity as buyer or assistant buyer with progressive 
jobber or Mail order concern, large department stores will be considered 
if advancement is offered. Reasonable salary to start. Will go anywhere. 
Excellent references furnished on request. Address Box J-364, care of 
Harpware Ace, New York City. 





EXPERIENCED MANUFACTURERS’ REPRESENTATIVE, avail- 
able for position, familiar with hardware jobbing and dealer trade through- 
out southern and eastern states. Twenty-nine years of age, single, Amer- 
ican. Willing to travel extensively. Can furnish A-1 references as to 
character and general qualifications. Address Box J-372, care of Harp- 
waRE AGE, New York City. 





SALESMAN—Experienced, age forty-five, married, covering onitinae 
trade in Minnesota and Western Wisconsin every four months. Now 
employed. Appreciate factory sales commission or salary proposition. 
Effective September first. Address Box J-381, care of HARDWARE AGE, 
New York City. 





SALESMAN with ten years’ selling experience to hardware jobbers, 
large retailers and department stores wishes to represent manufacturer 
in Western Pennsylvania and West Virginia territory. Single, college 
education, 36 years of age. Best of references. Salary or commission. 
Address Box J-382, care of HarpwareE AGE, New York City. 


SALESMAN desires change. Age 31, married. Seven years with one 
of larger hardware and sporting goods jobbers. Two years with present 
manufacturer calling on both dealers and jobbers. Excellent references. 
Will consider any territory but prefer New York State. Address Box 
J-379, care of Harpware AcE, New York City. 








SALESMAN, 12 years’ experience selling jobbers and dealers. Married. 
Forty years old. “Best of references. éo anywhere. Worked and 
acquainted with the trade in Colorado, Kansas, Nebraska, Iowa, Wis- 
consin and Illinois. Available at once. Address Box J-377, care of 
Harpware Ace, New York City. 


CATALOG COMPILER, thoroughly experienced in hardware, tools, 
mill supplies, etc.. capable of taking entire charge of making catalogs 
for jobbers or manufacturers. Can furnish sample pages or names of 
‘concerns of catalogs made. Address Box J-286, care of HARDWARE AGE, 
New York City. 


HARDWARE MAN—Desires change, 17 years’ experience in general 
hardware, store management, builders’ hardware, mill ‘supplies, single, 
34 years of age, excellent references, salary secondary to opportunity. 
Address Box J-369, care of HARDWARE Ace, New York City. 


HARDWARE CLERK, Chalten, 33, experienced all branches, House- 
furnishing, Paints, arrange displays, windows, lock repairs, keys, assist 
buyer, chauffeur license. Brooklyn, N. Y., and vicinity. Address Box 
J-374, care of Harpware AcE, New York City. 


EXPERIENCED YOUNG MAN, eight years’ 
connection with small retailer. Capable of managing store and handling all 
details. Metropolitan district preferred but not essential. Address Box 
J-385, care of Harpware Acre, New York City. 














retail hardware wants 





HELP WANTED 


One Cent = Word; Minimum Fifty Cents per Insertion 
1-Inch Box Display.......... $5.00 


Four Consecutive Insertions, of Box ‘Disptaye—10 Per Cent Discount 





SALES REPRESENTATIVES WANT ED 


Set Solid, Minimum of Five Limes........+++++0>+ 
l-Inch Box Display....... ‘ 
Four Consecutive Insertions, ‘to Per Cent Discount 


WANTED—SALESMEN 


for East, South and Missouri 


High quality specialty sold thru hardware, furniture 
stores. Real opportunity—liberal commissions. Box 
number J-383, care Hardware Age, New York City. 


eeeee +--+ $3.00 
ccc cccccccccceccccece eeeeces $5.00 























HIGH GRADE SALESMEN WANTED—One of the largest manufac- 
turers of WOODENWARE, CARD TABLES, SPECIALTIES, a large 
and complete line of LADDERS having national distribution and adver- 
tising, will soon increase its sales staff. Territories will be divided by 
states and openings will be available for experienced, high class salesmen. 
If interested, write giving full information as to your qualifications, terri- 
tory travelled, etc. All replies will be held in strict confidence. Address 
Box J-380, care of Harpware AGE, New York City. 





SALESMAN—now residing in Boston, who is familiar with a line of 
Plumbing Specialties, such as rubber and brass goods, to represent a well 
established firm, — now has approximately 500 accounts in this territory. 
Only men who have experience and a following in the Trade need apply. 

Address Box J-384, care of HarpwarE AGE, New York City. 





MANUFACTURER’S REPRESENTATIVES in the States of Ohio, 
Michigan and Indiana, also in the South, to sell to builders’ hardware 
dealers, high class line of Colonial hardware on commission basis. Write 
us in “detail stating lines now handled and territory covered. Address 
Box J-370, care of Harpware AcE, New York City. 





SEVERAL territories open for live manufacturer’s agents calling on 
hardware dealers and jobbers, department stores, etc. We have some 
first class specialties that are nécessities and priced to sell. State terri- 
tory and lines handled. Address Box J-371, care of Harpware AGE, 
New York City. 





§ - 
{ WANTED 


National distributor of Hardware, Implements, 
Plumbing, Heating, Paints, etc., with many 
stores offers opportunity for permanent employ- 
ment to men who have operated or been em- 
ployed in Hardware Stores handling above 
lines. 


Must be able to plan and estimate plumbing 
and heating jobs and also handle ALL other 
duties connected with the successful operation 
of a country Hardware Store. 


Write in confidence giving all details including 
age, names of former employers and past and 
present salary. Address Box No. 7432-A c/o 
Hardware Age, 1507 Otis Building, Chicago, III. 
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WANTED, agents to sell as sideline, Ribbon Flycatchers to W holesale 
Grocery, Hardware and similar trade on liberal commission. Apply with 
references to JULIUS SCHMID, Inc., 423 West 55th St., New York City. 


ROPE SALESMAN WANTED. 
lb. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 





100 per cent pure Manila rope, 14c. 
United Fibre 





Hack Saw Blades. Exclusive 


WANTED—Salesmen for high grade 
Address Box J-365, 


territories. Attractive prices. Liberal commission. 
care of Harpware Ace, New York City. 





SALES ACCOUNTS WANTED 





Set Solid, Minimum of Five Limes.......ceeseeeeesecseese +. $3.00 
A-Inch Box Display... ..csecccccceerescceeessessesssesess $5.00 
Four Consecutive Insertions, 10 Per Cent Discount 
EXPERIENCED salesman wants direct factory line on commission 
for Illinois retail trade. Have sold the trade for 14 years, Accounts 
well established in towns large and small over entire state. Territory 


Must be quality merchandise by reliable company. 


thoroughly covered. E 
care of Harpware AGE, New York City. 


Address Box J-373, 


MANUFACTURERS’ SELLING AGENT, selling to 
hardware, housefurnishing and department store trade, 
additional line for Pennsylvania, New York and New England. 
Box J-368, care of Harpware Ace, New York City. 





the wholesale 
can handle an 
Address 








SALESMAN covering Oregon and Southwestern Washington wants 
lines of hardware, electrical appliances and sporting goods on commission 
basis. H. C. COFFIN, 147 Fourth Street, Portland, Oregon. 


7 

















HARDWARE AGE 


Takes Great Pleasure 


ANNOUNCING 
A NEW SERVICE 


of Greatest Possible Value to Manufacturers and 
Others Selling Through Hardware Distributors— 


DIRECT MAIL ADDRESSING 


from a List of Hardware Retailers Corrected 


Right Up to the Minute of Addressing: 
WHAT THIS MEANS! 











Elimination of Undeliverable Mail. Removes an Important Factor in 
Wasteful and Unproductive Di- 


i iderabl f 
ee Se a rect Mail Advertising Campaigns. 


Postage. 


Prevention of Loss of Valuable 
Direct Mail Matter. 


Lays the Foundation of a Successful 
Sales Program. 


Assures Being First to Contact Im- 


ee ee portant New Hardware Retailers. 


BULLETIN, MAY 20, 1931, SAYS: 


“During a One Year Period More Saving up to $20,000.00 Annually 
than 12,000,000 Letters Contain- for the Up-Keep of an Up-to-date 
ing Circulars and Advertising Mailing List. 


Matter Were Disposed as Waste.” 
MUCH MORE COULD BE SAID — 
Prompt Delivery of Mail-No Lost Your Own Experience Wilt Bring 
Time for Post Office Directory Home to You the Value of This 
Service-Helps Uncle Sam Cut New-Up - to - the - Minute—-Much 
His Postal Costs—Reduces Taxes— Needed Addressing Service Which 
Everybody Saves. We have Developed for Your use. 


WRITE FOR DETAILS 
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1 : 
: HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. , 
. 

' 239 West 39th Street, New York : 
! GENTLEMEN: ‘ 
4 Kindly send me the details of your Direct Mail Addressing Service. ; 
' 1 
: PEE ip Sc bueu esses ba ricaS ncaa eae tab hecree sees h eh ee Ee ee ee a PORE TT Tae Tre ee 
1 , : 
itis cdiatackicaxs upiaimaabiatetiaassriowns DRE pspticths dures wildsiaveitnd nema. ' 
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HARDWARE AGE 






































INDEX TO ADVERTISERS 























THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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with the 
“RIGHT FEEL” 


There's all the difference in the world between handling a Bal- 
anced Rubristo Brush as compared with the ordinary brush. The 
weight is perfectly distributed. There is no trace of top- heaviness 
and you can work around in the hard-to-get-at places with extreme 
facility. 

Add to this the generous length of bristle and you have a brush 
that enables you to turn out more in a day’s work—and that pays! 
For these and other reasons, we know that it will pay you to 
standardize on Rubristo Brushes. 

Write for our catalog. 


HANLON & GOODMAN CO. 
342 Madison Ave. New York 
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HAND POWER EL ELEVATORS 








Fast and Safe 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
| tric elevator is not feasible 
— comes sawed, drilled, 
fitted ready for anyone 
handy with tools to as- 
semble and install. 


Builders of 


Hand Power 
Light Electrics 
Push Button 
and All Types of 
Electric 

Elevator 








Machines 



















WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 
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for 
Profits 


The Wolves of Lenox, at- 

tractively packaged in plaid, 

are one certain means of 

steadily increasing hack saw 

business from your customers 
and prospects. 


Put them to work for you. Watch 
them bring you greater and greater 
profits. 


Write for details of strong sales plan 
backing these famous hack saw blades. 


AMERICAN SAW & MFG. CO. 
Springfield Massachusetts 


“The Tools in the Plaid Box” 
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1205-19 Ninth St. 
4AA 


Council Bluffs, Ia. 
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Hardware 


Cloth 


Smooth, round, 
standard size 
wire, woven 
evenly and heav- 
ily galvanized. It 
always unrolls 
true to form. 


At your jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
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—Making 
the mr 
look onighfer 





Here are a few of the newer buildings which will be 
brighter because they are glazed with Lustraglass 
. the clearer, flatter, better glass for windows: 


SCHOOLS .. . Junior High School, Worcester, Mass. 
—Adolph Johnson, Architect * Westmiddle School, 
Hartford, Conn.—Carl J. Malmfeldt, Architect * Sen- 
ior and Junior High School, Rye, N.Y.—Chapman & 
Woolsey, Architects * Bowman School, Washington, 
D.C.—M.L. Harris, Architect * John R. King School, 
Detroit, Mich.—Lane, Davenport & Bennett, Archi- 
tects * Urban Military Academy, Los Angeles, Cal.— 
Harrison B. Traver, Architect * Men's Residence Hall, 
North Dakota State College—William F. Kurke Co., 
Architects * School No. 81, Indianapolis, Ind.—Edwin 
Kopf & Deery, Architects * Walnut Hill High School, 
Cincinnati, OhiomGarber & Woodward, Architects. 


BUILDINGS ... Washington Athletic Club, Seattle, 
Wash.—Sherwood D. Ford, Architect * W.W. Orr 
Doctors Building, Atlanta, Georgia—Pringle & Smith, 
Architects * Illinois Medical & Dental Bldg., Chicago, 
Ill.—Granger & Bollenbacher, Architects * Medical 
Chamber Bldg., New York City—Polhemus & Coffin, 
Architects * L. B. Harrison Hotel, Cincinnati, Ohio 
Samuel Hannaford & Sons, Architects * Garden 
Apartments, Sunnyside, L.l.—Clarence Stein, Architect 
* City Hall, North Tonawanda, New York—W. O. 
Johnston, Architect * Trans-Pacific Communications, 
Dixon, Cal.—Voorhees, Gonelin & Walker, Architects. 


HOSPITALS ... Falk Clinic, Pittsburgh, Pa.—E. P. 
Mellon, Architect * Pownal State School Hospital, 
Pownal, Me.—Harry S. Coombs, Architect * Wm. H. 
Mayberry Sanitorium, Northville, Michigan—City of 
Detroit, Engineers and Architects * Cherokee State 
Hospital, Cherokee, lowa—H. J. Liebbe, State Archi- 
tect of lowa * Home for Incurables, Richmond, Va. 
— Baskerville & Lambert, Architects * Sheppard and 
Enoch Pratt Hospital, Baltimore, Maryland—Wyatt & 
Knowlton, Architects * Letterman General Hospital, 
San Francisco, Cal.—U.S. Government, Architects * 
Michael Reese Hospital, Chicago, IIl.—Schmidt, Gar- 
den & Erikson, Architects * Eloise Hospital Building, 
Detroit, Mich.—Aaron H. Gould & Son, Architects. 


Residences Everywhere are being Glazed 
with Lustraglass 
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Lustraglass is the “whitest” of all glass made for windows. 
It transmits more daylight and a substantial amount of the 
shorter (more valuable) ultra-violet rays of sunlight, which 
are shut out by ordinary window glass, yet, Lustraglass costs 
no more than any good window glass... Lustraglass is rightly 
named. Its brilliant lustre and freedom from distortion in- 
stantly distinguish it as a superior product... Write for 


Booklet A-430 ... Address: American Window Glass 
Company, Fifth Avenue, Pittsburgh, Pennsylvania. 


USTRAGLASS 


FLAT-~ DR AW N 2 
IT COSTS NO MORE 











The wa y to find out 


je are two ways of 
learning—from your own experience 
and from the experience of others. The 
latter is the better and cheaper. 


For eighty-two years Corbin has 
watched the careers of thousands of 
hardware retailers, some of them even 
unto the second and third generations. 
Out of this experience it has come to 
certain conclusions. They are set down 
here in the hope that they may be of 
aid to you. 


The reason the average hardware 
store is “average” 


The average hardware store has no 
regular builders’ hardware man—and 
does only 10% to 20% of its business 
on builders’ hardware. Strange as it 
may seem, that is the real reason why 
it stays ‘‘average’’. 


Actually, builders’ hardware is your 
most powerful opening wedge for new 
business. When you sell a man hinges, 
butts, locks and other builders’ hard- 
ware items, you start a steady stream 
of sales which eventually includes 
practically every item of hardware or 
house furnishings in your store—from 
paint to nails and from grass seed to 
lawn mowers. 


Good builders’ hardware is the best 
seed for future business any wide 
awake merchant can sow. If you want 
to double your business, the quickest 
way to do it is to double your builders’ 
hardware sales—and the only sure way 
to double your builders’ hardware 
sales is to have a regular builders’ 
hardware man on the job. 


Give some ambitious chap in your 
store this chance of making more 
money—for you and for himself. 
Pick out an energetic young fellow 
who has good selling ability and 
point out his opportunity to him. 
Then invite the local Corbin repre- 
sentative to spend some time with 
him. He will be glad to help you— 
glad to teach your man the ropes. 
He will show your man how to 
read blue prints and figure jobs. He 
will teach him how to keep his eyes 
open for new construction and real 
estate transfers. He will show him 
the best way to win the friendship 
of local architects, contractors, car- 
penters and builders and how to get 
tips on new work before, not after, 
the foundations are started. 


P. & F. CORBIN "35° 





If you do a good job in picking your 
man, Corbin will train him to do 
the rest, and you will be more than 
delighted at the way your business 
and your profits jump. We say this 
because we know. We have helped 
hundreds of other merchants to 
double, even triple, their business. 


The way to find out 


Sit down and write us a letter. Tell 
us your situation frankly, and we 
will bend every effort to help you. 
We'll put behind your efforts the 
strongest, hardest hitting hardware 
organization in the world. But re- 
member this—even Corbin can’t 
help you, if you won't help your- 
self. Do we get that letter? 


NEW BRITAIN, CONN., U. S. A. 


The American Hardware Corporation, Successor 


NEW YORK 


CHICAGO 


PHILADELPHIA 


Makers of the world’s most complete line of builders’ hardware 
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SOOD BUILDINGS DESERVE GOOD HARDWARE 
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